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We don’t want you to use The Woman’s 
Farm Journal just because we say it will 
pay you. And we are not satisfied if you 
use it because you think it pays you. We 
want you to use it only when you £now it 
pays you. That’s why we keep insisting that 
you key your ads. It’s the only way you 
can really know whether a paper pays, and 
when you once now a paper is helping you 
pay dividends you’re going to stay with it. 


Circulation Guaranteed “over” 500,000 Copies Each Issue. 
Advertising rate, $2.00 per line, with generous space discounts. 


Send for our leafiet, “ How 
You Can and Why You Should 
Key Your Ad.” , iis free. 


The Woman’s Farm Journal 
St. Louis, Mo. 


Western Representative : torn Representative : 
Geo. B. Hische, Hartford Bldg., Chicago. A. A. Hinkley, Fiat Iron Bidg., York 
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TWELFTH WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are coutemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all. A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

_ The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an _abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business’ 
office in the United States, Sample copies ten cents. 


AX ONE sending the amount of THREE DOLLARS 
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THE VALUE OF ADVER- 


TISED TRADEMARKS. 
By Ben B. Hampton, 


It is hard for an experienced 
advertising agent to understand 
why so many manufacturers fail 
to appreciate the value of adver- 
tised trademarks. Here is a man- 
ufacturer of jewelry specialties, by 
way of illustration, who has been 
recognized as one of the leaders in 
his line for more than a decade, 
and yet to-day the good will of his 
business is worth practically noth- 
ing. Why? Simply because he 
has utterly failed to recognize the 
value of his trademark—to say 
nothing of advertising it. He has 
a mark, which he uses on his letter 
heads, and once in a while it finds 
its way onto a piece of his wares. 
Dozens of times I have asked 
him why he did not stamp it on ev- 
ery piece of his product, and some- 
times I have grown strenuous in 
my efforts to point out the short- 
sightedness of his policy, but never 
has he given any reason for its 
non-use. “If you don’t want to 
advertise it, all right,” I have sug- 
gested. “Don’t, but at least put 
your mark on everything you man- 
ufacture, and in ten years’ time it 
will have some sort of value even 
though you never refer to it. At 
the very least the trade will learn 
to know that your mark stands for 
a certain standard of quality, and 
that in itself will constitute a good 
will of some value.” Right in 
Providence, where this manufac- 
turer is located, is another who 
makes watch chains and who has 
trademarked his goods and adver- 
tised them. “What about So-and- 
So?” Iasked. “How do his chains 
stand with the trade? Don’t they 
buy them more freely and at fairly 
better prices than those of any 
manufacturer?” “Oh, yes,” he an- 
swers cheerfully, almost enthusi- 
astically. “So-and-So is “it” in 
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watch chains. His stuff has the 
call, and yet it wasn’t so long ago 
that his shop was up an alley and 
he was up against it.” And he 
rambles on, giving me all kinds of 
a corking good argument in favor 
of advertised trademarks, based on 
So-and-So’s watch chain experi- 
ence. But he fails to see the appli- 
cation of it to his own case. 

Andrew Carnegie, in a recent 
address before the graduating 
class of the Stephens Institute, 
said: “Young man, make your 
name worth something. If you 
can sell a hat for, $1 you can sell 
it for $2 if you stamp it with your 
name and make the public feel that 
your name stands for something.” 
Very few of us feel like disputing 
Mr. Carnegie. He certainly chose 
an apt illustration when he spoke 
of hats. Every season all the 
clothiers, from Rogers-Peet down, 
explain to hat-wearers that their 
$3 and $3.50 derbies and fedoras 
are just as good as those sold by— 
they mention no names, but we 
know Knox and Dunlap—for $5 
and $6. More than likely Rogers- 
Peet are telling the literal truth— 
certainly no merchants are more 
generally believed—but Knox and 
Dunlap continue to prosper, be- 
cause their trademarks are worth 
the extra $2 and $2.50 to thou- 
sands and thousands of men. A 
story went the rounds some time 
ago to the effect that the Dunlap 
agency for the city of St. Louis 
sold for $20,000. Figured on a 
basis of half that figure, what is 
the total value of the Dunlap 
trade name? Think what Stet- 
son means in connection with soft 
hats! It is the last word on the 
subject. 

Several years ago we heard very 
little of trademarked shoes. It was 
a field that was far from promis- 
ing from an advertising, or spe- 
cialty; standpoint. The shoe job- 
bers were in control of the situa- 
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tion. The manufacturers existed 
through the courtesy of the job- 
ber, and the retailer usually 
bought what the middlemen chose 
to offer. The manufacturer could 
not afford to advertise—so he 
thought—the jobber did not care 
to, and the retailer’s operations 
naturally extended no _ further 
than the limits of his local field. 
Stich was the situation some ten 
years ago when a young Bostonian 
—E. J. Bliss—conceived the idea 
of the Regal Shoe. Mr. Bliss’ 
plan was to manufacture an hon- 
est, stylish $6 shoe, and, by owning 
his factory and stores, sell it for 
$3.50. More than 99,999 old, ex- 
perienced shoe men advanced more 
than 999,909 good, sound reasons 
why it could not be done. Then 
they sat down to wait until their 
predictions came true. They arc 
still waiting. In the meantime two 
or three interesting things have 
happened. Mr. Bliss and his Re- 
gal Shoe have become the most 
a propositions in the shoe 
ine in this country. Regal stores 
stretch from the Atlantic to the 
Pacific, and into Europe. Half a 
dozen lusty imitators have sprung 
up, and nearly a score of shoe 
manufacturers are trying adver- 
tising of one kind and another. 
The old-line shoe men who en- 
thusiastically predicted unhappy 
things are vaguely wondering 
what they can do to keep in the 

me. A new set of conditions 

as arisen, and they must travel 
swiftly to keep up with the pro- 
cession. Something like a million 
to a million and a half dollars has 
beem spent in advertising the Re- 
gat Shoe. An offer of five million 
dollars for the Regal Shoe trade- 
mark would be refused. Certainly 
the $1,500,000 invested in adver- 
tising has brought reasonable re- 
turns in ten years, particularly 
when you consider that the busi- 
ness has been conducted at a sat- 
isfactory profit during all that 
period. 

Not many years ago a German 
chemist out in Newark began the 
manufacture of talcum powder, 
and used his picture as a trade- 
mark. One day last winter I was 
standing in a drug store in a coun- 
try town in Virginia when a col- 
ored girl asked the clerk for a box 


of powder “wit’ de face. omit,” 
The clerk may have been a sub- 
stitutor or he may have honestly 
misunderstood; at any rate, ‘he 
handed out a box of cheap powder 
with a baby’s head where Men- 
nen’s should have been. “No, 
sah,” said the girl, “missis wants 
de kind wit’ de man’s head.” And 
she got Mennen’s. I have it on 
good authority that Mrs. Mennen 
recently ‘declined an offer of one 
million cash for the business. She 
certainly did wisely, for if reports 
are not badly twisted, her profits 
are more than twenty-five per cent 
a year on that investment. 

The average manufacturer is in 
bondage to some one. His dis- 
tributor, his jobbers, his salesmen 
or his retailers have him at their 
mercy. He recognizes these ele- 
ments as his mediums of distribu- 
tion, and is afraid of them. So 
far I have been unable to find a 
manufacturer who was willing to 
throw up both hands and acknow- 
ledge this. Once in a while I ac- 
cuse one, and his attempt to deny 
takes the form of offended dignity 
or a weak apology. The manu- 
facturer selling an advertised 
trademarked article is absolutely 
independent. The only class to 
whom he is responsible is the con- 
sumer, and so long as his goods 
are up to standard and his adver- 
tising sufficient, he need not worry 
about the consumer. If his goods 
are right, and his advertising 
right, the retailer finds it easier to 
sell them than to explain why he 
fails to keep them. The average 
merchant is sensitive. If he hears 
a few calls for an article he begins 
to wonder if he is not losing trade 
by not having it in stock. If the 
calls continue his worry increases, 
and by and by his resistance 1s 
overcome and he buys the goods. 
Once in stock they will stay there 
if the demand continues. The ques- 
tion of price is not difficult on ad- 
vertised trademarked articles. 
Take R & G Corsets as an illus- 
tration: Sold from manufacturer 
to dealer, no jobbers, at fixed 
prices; no cut, except on odds and 
ends, and even-then permission 1S 
usually asked of the R & G Com- 
pany. The salesman, the jobber, 
the distributor of an advertised 
trademarked article are in their 











ro’ laces—they are the assist- 
oe of the manufacturer, not his 


When the manufacturer trade- 
marks his product he is mak- 
ing a step in the right direction. 
When he signs a contract to ad- 
yertise that trademark he is sign- 
ing the declaration of independ- 
ence. 


. ROLL OF HONOR PRIZE 
COMPETITION. 


SEVENTEENTH WEEK. 


In response to this contest (con- 
ditions of which will be mailed 
upon application) four articles 
were received in time for report 
in this issue of Printers’ INK. Of 
these, the one reprinted below was 
deemed the best. It was written 
by Edwin D. Lambright, city edi- 
tor of the Tampa, Fla., Morning 
Tribune, and it appeared in that pa- 
per for October 25, 1903. In ac- 
cordance with the rules which gov- 
ern this contest, a coupon entitling 
the holder to a yearly paid-in-ad- 
vance subscription to PRINTERS’ 
INK was sent to Mr. Lambright 
when the marked copy of the paper 
was received. Two additional 
coupons, one to Mr. Lambright and 
one to the advertising manager of 
the Tribune, were sent in accord- 
ance with the terms of the com- 
petition, after the choice for the 
week had been made. Mr. Lamb- 
right’s effort will now be placed on 
file, and it will have further con- 
sideration when the time for 
awarding the cash prizes arrives. 
The article as it appeared in the 
Tribune follows here: 


HONEST PUBLISHERS HAVE 
FOUND A WAY 


TO BRING THEIR CIRCULATION MERITS BE- 
FORE THE ADVERTISERS OF THE COUNTRY 
—PRINTERS INK ROLL OF HONOR DOES 
THE WORK—TRIBUNE HAS WON AND OC- 
CUPIES A PLACE THEREON. 


Publicity is the thing. It is the key- 
note to business success. It controls 
vernments, dictates legislation, destroys 
taud, rewards virtue, puts the criminal 
behind prison bars and the deserving 
tradesman on Easy Street. 
Publicity being the thing, ine 
ublicity. 
t is re- 
introduce other 


peiticky is the best sort of 
is has become an axiom. 
peated here only to 
axioms. Bia AS 
Anything which aids publicity is valu- 
and conducive to the sum of human 
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rosperity. . Not long ago, a publication 
whieh is Gicwk far and wide as “The 
Little Schoolmaster,” being itself €n- 

in the publicity business, pro- 
claimed an idea that gives the right sort 
of publicity a genuine “ nd 

or years, the men who do the ad- 
vertising of this country have watched 
for an idea of this sort. Th have 
seen mediums multiply with frisky fre- 
quency. Having things to sell, and de- 
siring to tell the world about them, the 
selling depending on the telling, they 
have long sought some bona-fide method 
of selecting the very best advertisin 
mediums—the publications which woul 
reach not only the greatest but the most 
desirable number of prospective patrons. 

On the other hand, the publishers of 
the country have > sought an advan- 
tageous medium for bringing the merits 
of their publications before the adver- 
tisers. 

Printers’ Inx, the aforementioned 
“Little Schoolmaster,” published at 10 
Spruce street, New York, has solved 
both problems and met both demands 
with its Roll of Honor. The Roll 
of Honor, at one and the same ti:ne, 
satisfies the wants of the advertiser and 
the wants of the publisher. 

The Roll of Honor is a list of the 
peterson advertising mediums of the 

nited States. It is a roster of real 
newspaper merit. Admission to it can 
be obtained only by papers of circula- 
tion, character and influence. It is 
open only to reputable publishers who 
are not ashamed to proclaim, under oath, 
the extent and the quality of their cir- 
culation. No amount of money can buy 
a place on the list, if the qualifications 
be lacking. Under the strict super- 
vision of the conscientious and experi- 
enced editors and experts of Printers’ 
Ink, the Roll of onor carries with 
it the stamp of undisputed authority, of 
absolute honesty, of convincing facts 
and attested figures. 

Does the advertiser wish to know how 
he may address a certain audience in a 
poe ragg territory? In the Roll of 

onor he finds a ready answer. Does 
the newspaper publisher wish to place 
his paper’s circulation and _ character 
where it will be quickest and best noted 
and appreciated by the advertiser? The 
Roll of Honor does the work. 

The conditions are simple. No paper 
can be admitted to the list which has 
not submitted for the 1903 edition of 
the American Newspaper Directory a cir- 
culation statement, in detail, duly signed 
and dated. Printers’ INK makes a 
charge of 20 cents per line per issue, 
under yearly contract, with ro per cent. 
discount for cash in advance, 

The Roll of Honor has struck the 
popular chord, and it now includes 
over 200 gilt-edged publications in all 
parts of the United States, each one of 
which has fully complied with the condi- 
tions and enjoys special distinction as 
an advertising medium which renders 
valuable returns from its peculiar terri- 


tory. 

There are but three Florida papers on 
the Roll of Honor—the Tampa Tri- 
bune, the Jacksonville Metropolis and 
the Pensacola Journal. The Tribune is 
the only paper in the rich and wing 
section south of Jacksonville which has 
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made the requisite showing entitling it 
to admission. The Roll of onor 
credits the Tribune with an average cir- 
culation, for 1902, of 5,608. South 
Florida is the largest and best adver- 
tising territory in the country, having 
but one newspaper worthy of recogni- 
tion among the first-class, as accredited 
by the “Little Schoolmaster.” This re- 
commendation is eloquent in itself and 
needs no embellishment. The Roll of 
Honor has not only been of great bene- 
fit to the Tribune in bringing the special 
merits of its circulation before the ad- 
vertisers of the country, but has also 
been of marked assistance to the ad- 
vertisers in calling to their attention the 
great South Florida territory and its 
only newspaper of general circulation 
and attested worth. 





Nots.—This competition will definitely close 
with the December 16th, 1 issue of ’RINTERS’ 
ions, il fail to recei ieee es 

w 0 ve co . 
Editor P.L 


—_~9@-—____ 


HE FINDS THE LITTLE SCHOOL- 
MASTER INVALUABLE. 
Wincuester, Ky., Nov. 7, 1903. 
Editor of Printers’ INK: 

Is there really no merit in the ad- 
schools? Is there no hope for the grad- 
uate? Is every one to be against him 
because he is an ad-school graduate? 

Won’t beginners—many of them—be 
needed to fill the ranks? Then isn’t the 
one that strives to fit himself by care- 
ful study preferable to the one that 
breaks in, untrained and untaught? 

wuapees there are not enough places 
for all the graduates and that some are 
not fitted for adwriters. What of the 
benefit of the six months’ mental drill? 
Isn’t that worth the time and money? 

Permit a personal allusion. I thorough- 


ly believed in my advertising ability be- 
fore turning to the ad-school. I enroll- 
ed in two of the best known. The first 


information I asked for was a list of ad- 
journals. Printers’ InK headed the list. 

began to systematically read it and 
several others. 

long with the technical work and the 
thorough drill in ad-composition, the 
schools taught me how to acquire knowl- 
edge from the study of actual advertis- 
ing as it is done by the best advertisers 
in magazines and newspapers—and to 
know a good ad when seen. 

I asked many questions and always 
received answers that enlightened. 

Possibly I could learn all I have 
without the aid of the ad-schools, but at 
what a loss of time and misapplied en- 
ergy! 

I consider the aid I have received 
from the ad-journals, especially Print- 
ERs’ INK, invaluable. also owe much 
to the study of advertising as it is done; 
but in all I have had the advice of men 
who know applied to my individual 
needs. 

-I_ am not graduated yet. I have no 
position in sight and may have to make 
one to fill; but if I never write a line 
or, disburse a cent of advertising money 
I am better fitted to fill my present posi- 
tion than before I met the ad-school 
man. Respectfully, 

Water CHaney, 
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IN SOUTH AMERICA. 
CoNsULATE oF THE UNITED States op 
AMERICA, 

Para, Brazil, October 2, 1903. 
Dear LitTLeE SCHOOLMASTER: 

Mr. John Calder, who has been for 
seven years manager of Dr. Williams 
Medicine Company’s (Schenectady, N, 
Y.) publicity in the Argentine and Uru. 
guayan Republics, and for two years 
manager in Brazil, has lately visited 
this city and flooded it with literature 
calculated to create a negates demand 
for the firm’s specialty, “Pink Pills for 
Pale People.” 

Mr. Calder does his work thoroughly, 
and personally supervises, under a burn- 
ing equatorial sun, the distribution of 
his firm’s literature. 

If everybody in Para is not acquainted 
with the virtues of “P. P. P. P..” it is 
not Mr. Calder’s fault. 

Printers’ INK thought so well of Mr. 
Calder in 1896 that in July of that year 
it printed his likeness, and therefore I 
take it the Little Schoolmaster will be 
glad to hear of his splendid success in 
this field. 

So far as I am aware, no other Ameri- 
can firm than the one so ably represented 
by Mr. Calder is carrying on so extensive 
and thorough a campaign; though if our 
people understood what an enormous and 
profitable field awaits them here, Mr, 
Calder would have hundreds of co-work- 
ers. Nowhere does good advertising pay 
better than in South America. Why 
don’t we do more of it? 

Spread the news. 

Americans are not getting their full 
share of the South American trade, and 
it’s their own fault. 

Yours very truly, 
Joun S. Bonner, 
Consular Secretary. 
o 


A NATIONAL ORGANIZATION. 
Cotumsus, O., Nov. 9, 1903. 
Editor of Printers’ INK: 
_ Why are not the experienced adver- 
tising solicitors of the country, news- 
paper advertising solicitors, organized 
into a national organization? It is cer- 
tainly a business unto itself. A young 
man came into this office the other day, 
wanted a place on the advertising staff, 
never had a minute’s experience in the 
business, had been selling insurance for 
a number of years, but wanted to get 
into something easier that paid better. 
An organization on the right lines would 
do much to elevate the general idea of 
the public as to what the duties and 
work of intelligent advertising soliciting 
really is. Very truly, 
E. E. Powers, 
Adv. Mgr. the Press Post, 
———_—_+o+—__—__ 


ADVICE WANTED. 
Lupin Reatty Company, 
314 West 36th Street. 

‘ New York, November 7, 1903. 
Editor of Printers’ ink: 

Kindly advise us whether you know 
of ‘any preparation for cleansing type 
which substitutes benzine and keeps 
down the insurance rates on printing 
shops, of which we have several in our 








building. Very res ful 
Lupin 


’ 
EALTY COMPANY, 
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Little Lessons in Publicity—Lesson 9” 


Six Silent Salesmen. 


It isn’t always the flashily-dressed, loud-talking salesman that sells the 
most goods. It is the clean, clear-cut representative, possessing the respect 
and confidence of the public. Would you like to secure such a salesman, 
having entree to practically all the homes of the purchasing classes in each 
of six representative American cities; a clean representative that will present 

our offers before the family circle in the evening, when there is leisure and 
inclination for reading ? 











WASHINGTON 


The Nation’s Capital. Present population, 290,000. THr EVENING 
STAR is the salesman visiting over 92% per cent of the white homes every 
evening. It reaches the parlors and libraries of 15,000 homes daily where 
no other Washington daily paper is read. 


BALTIMORE 


The sixth city of the United States and the Gateway to the South, 
Present population, 558,000. THE BALTIMORE NewS is the salesman reach- 
ing practically all of the reading population. It covers in the evening—the 
proper time—a territory that three morning papers divide, . 


INDIANAPOLIS 


The great railroad centre. Present population, 183,000. For a quarter 
of a century THE INDIANAPOLIS NEws has daily visited the best families in 
Indiana. THE NEws reaches more homes every evening than all other 
Indianapolis papers combined. 


NEWARK 


The wealthiest city of New Jersey and one of the wealthiest, per capita, in the 
United States. Completely covered by THE NEwARK NEws, with a circula- 
tion of 52,000 net per day. THE NEws is received into the best homes of 
Newark and the surrounding wealthy suburban territory, Watch the 


. NEWARK SUNDAY News grow. 


MONTREAL 


The New York of Canada. Present population, 300,000. THE Mon- 
TREAL STAR possesses the respect and confidence of its readers and visits 
ninety per cent of the English-speaking families in its city of publication 


every evening. 
: MINNEAPOLIS 


The great city of the great Northwest. Present population, 225,000. 
One of the most profitable fields for experimental work in the country and 
thoroughly covered by THE MINNEAPOLIS JOURNAL, one of the certainties 
in advertising, with a daily circulation of 57,000. 

t sai meanness 

Here are six salesmen going into practically all homes of the purchasing 

classes in six leading cities of America. Their use assures results, , 


x ; M. LEE STARKE, mm Buttai 
NEW youn” Mgr. General Advertising. CHICAGO. 








foray 











IN BROOKLYN, 


The newspaper situation in 
Brooklyn is peculiar. Four Eng- 
lish dailies and one German daily 
are published in that borough. All 
five appear in the evening. The 
situation of Brooklyn and its hab- 
its of life are such that a morning 
daily could hardly live there, not- 
withstanding the fact that the bor- 
ough has almost as large a popu- 
lation as Philadelphia, and is of 
itselt the fourth city in the United 
States, containing more people 
than Boston and St. Louis com- 
bined. Brooklynites who read 
morning papers want general news, 
hence they buy New York papers. 
‘Lhe greater proportion are taken 
across the Bridge and_ read - in 
Manhattan, it is said. The New 
York evening papers have relative- 
ly a small circulation in Brooklyn, 
according to the publisher of one 
of that borough’s dailies. Brook- 
lyn evening papers print a great 
deal of news that is ignored by 
New York editors, and when night 
comes the average Brooklynite 
prefers local news. 

“There is a stubborn notion that 
New York papers cover Brooklyn 
thoroughly, and that it is not nec- 
essary to use the dailies on this 
side of the Bridge,” said Herbert 
L. Bridgman, publisher of the 
Standard Union. “Facts show 
otherwise. Our papers print news 
of churches, social life, small poli- 
tics and similar local interests. It 
is keenly followed, particularly by 
women, and so the. circulation of 
Brooklyn papers is all home circu- 
lation, whereas the New York dail- 
ies sold here are often left at the 
office. That Brooklyn is not a 
mere appendage to Manhattan is 
shown in the advertising of the de- 

artment stores, both here and in 

ew York. Our own stores serve 
an immense public and reach it en- 
tirely through Brooklyn papers, 
while the big stores in Manhattan 
all use a certain percentage of 
space in Brooklyn papers.” 

Mr. Bridgman was told of the 
statement recently made by a New 
York department store’s advertis- 
ing manager, that Brooklyn people 
could not be induced to buy dry 
goods or staple foods in New 
York, but that they habitually 
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crossed the Bridge when in need 
of the finest grades of groceries, 
house-furnishings, furniture or ap- 
parel. 

“This is shown by the offerings 
of New York department stores in 
Brooklyn papers,” he said, “and by 
the fact that Brooklyn department 
stores draw from Manhattan hun- 
dreds of people who purchase dry 
goods and staple groceries on this 
side of the river. They use New 
York papers for that very purpose. 
The circulation of Brooklyn dailies 
is all home circulation. It is clean 
circulation, reaching the best class 
of homes. There is no competi- 
tion between Brooklyn papers, no 
rivalry, as each fills its own place. 
The Eagle is a three-cent paper, 
and is known nationally. The 
Times, published by Mr. W. C. 
Bryant, is an excellent two-cent 
paper, and so is the Citizen. The 
Standard Union is the only one- 
cent .paper in Brooklyn. We are 
now printing about 32,000 copies 
daily, which is an increase of at 
least 10,000 in the daily average 
for the past year. This comes 
partly from a strengthened paper. 
We have added more social, sport- 
ing and local news and taken other 
steps to give value in the editorial 
way. Circulation has been pro- 
moted by no schemes whatever, or 
even extra expenditure for adver- 
tising, so it is natural. This in- 
crease is possibly the foreshadow- 
ine of what is in store for Brook- 
lyn papers in the future. To-day . 
there are no means of getting to 
and from Manhattan except the 
Bridge and ferries. | When the 
new transportation facilities are 
completed—bridges and tunnels— 
there will be about forty railway 
tracks crossing the East River in- 
stead of two, as at present, and 
population is bound to grow amaz- 
ingly under the pressure from New 
York. This will tend more and 
more to remove the prejudice 
against the borough and give it a 
more distinctive social life, while 
it is not impossible that within ten 
or twenty years the centre of polit- 
ical power will be here, for we will 
have the greater number of voters. 
It is not difficult to see how this 
will affect the growth and influence 
of Brooklyn papers.” 
Brooklyn papers 


have never 

















made a practice of stating their 
circulation to the American News~ 
paper Directory. The Standard 
Union gets an E rating for 1902 
(exceeding 12,500). Mr. Bridg- 
man says-that his views on detailed 
statements have undergone a 
change of late, and that in all 
robability the next issue of the 
Firestory will show the Standard 
Union’s circulation in Arabic fig- 
ures. The Eagle is credited with 
“exceeding 20,000;” the Times, 
“exceeding 7,500;” the Citizen, 
“exceeding 7,500,” and the Brook- 
lyner Freie Presse (German), 
“exceeding 4,000.” The Eagle 
bears the gold marks for both daily 
and Sunday editions. Each paper 
issues a Sunday morning edition 
with the exception of the Times, 
which issues a larger paper Satur- 
days. 

The improvements in transpor- 
tation that will affect Brooklyn 
within the next five years are two 
tunnels and three new bridges. 
The first tunnel will cross the East 
River at South Ferry, coming out 
at Joralemon street, Brooklyn. The 
second will be the great Pennsyl- 
vania Railroad tunnel at Thirty- 
second street. The new Williams- 
burg Bridge at Delancey street will 
probably be opened within a year, 
while others are projected for 
Canal street and Fifty-ninth street, 
crossing Blackwell’s Island. 


fat —cehapget eetetenininen 
DON’T ENVY THE “OTHER FEL- 
LOW”—JUST ADVERTISE. 


The average man thinks every other 
business better than the one in which he 
is engaged. Sometimes he is so sure of 
it that he makes a change, and then 
comes. a discovery. He finds that the 
new business, which at long range 
looked so rosy, has a full complement 
of thorns, not altogether different from 
those which beset his old occupation. 
Instead of. indulging in such day dreams 
about other people’s affairs men would 
make more progress by employing their 
spare time in nipping the thorns that 
annoy them.—-J. K, LeBaron, in Four 
Track News. 








se CMO 
LINCOLN FREIE PRESSE 


LINCOLN, Nes. 
(German Weexty.) 


ctual A 
OsanAserre* 145,448 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska. 
Illinois, etc,, in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c. 
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The fact that 


Th 


Charo Recoi-Herald 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619 columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
ar tag ecard over 
other Chicago news’ rs, 
and that the old ehvusthaees 
have found it profitable to 
increase their space in its 
columns, 














The Toronto Star 


Canadian interests are fast in- 
creasing. The American adver- 
tiser knows little of the vast 
Dominion. Canadais a great and 
growing country. Two million 
people in the Province of Ontario 
alone! The section is prosperous 
to a degree. Toronto, the me- 
tropolis, is a city of 250,000 popu- 
lation, modern, active, progressive. 
Of the local papers in Toronto, 
THE STAR (evening) claims the 
title of =— favorite on its 
strictly quality circulation of near- 
ly 22,000 net copies daily. Carry- 
ing more local advertising than 
any other Toronto daily (morning 
or evening). You should see the 
drift of the tide and join hands 
with the majority. 








The Chas.T. Logan Special Agency, 
Representatives Foreign Advertising, 
Tribune Buildings, 

NEW YORK. CHICAGO, 
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ADVERTISING AN UPTOWN 
HOTEL. 





His friends felt sorry for Milton 
Roblee last January. He had just 
thrown open the new million-dollar 
Hotel Belleclaire at Broadway and 
Seventy-seventh street, and had 
some three hundred and odd 
rooms to fill. A hotel this far up- 
town draws few transient guests 
in the middle of winter. The 
many fine hostelries in that region 
depend on New York families that 
occupy apartments from fall until 
late spring. Of course, everybody 
was settled for the winter in Janu- 
ary. Any fool knew that. And 
there were plenty of old hotels up 
in that district not half filled. 

What made pevple still more re- 
gretful on Mr. Roblee’s account 
was the fact that he had built up 
the Hotel Bartholdi, at Broadway 
and Twenty-third street. In 1895 
he and a partner had acquired it 
from parties who had iost nearly 
$100,000 there in four years. Mr. 
Roblee wanted to advertise. His 
partner thought advertising undig- 
nified. In 1898 Mr. Roblee became 
sole proprietor and gave his adver- 
tising instinct full sway, with the 
result that the BartholJi is to-day 
one of the most profitable little ho- 
tels in the Madison Square neigh- 
borhood. So when the Belleclaire 
was thrown open and his friends 
saw its size and the expensive 
scheme on which it was conducted, 
they felt very sorry. 

“Poor Roblee! awfully nice fel- 
low, don’t you know; sorry he’s 
going to ruin himself up there 
after making such a go downtown. 
Too bad, by Jove!” 

There was a loss of $6,000 to 
post on the Belleclaire’s books at 
the end of January, but by that 
time Mr. Roblee had got a grip on 
his new establishment. He had a 
house that people would like when 
they knew about it. Cozy and 
homelike, reasonable prices, Amer- 
ican bill of fare and dishes, a 
$6,000 orchestra, an art gallery 
containing $50,000 worth of paint- 
ings. The particular hold that the 
Belleclaire had on public favor 
was the impression it made on 
women. Mr. Roblee’s first adver- 
tisement was a vaudeville enter- 
tainment for guests and their 





friends every Thursday night, 
Cards were sent to lists of his own 
friends and the novelty of the 
show attracted attention from the 
papers. Then Saturday entertain- 
ments for children and their little 
friends were begun, and a billiard 
room for women was opened, with 
a professional instructor to teach 
women the science of the game. 
These things attracted attention, 
too, and by the end of February 
tne house was comfortably filled 
with desirable guests, and has since 
been a most profitable establish- 
ment. These attractions come un- 
der the head of good hotel keep- 
ing, however, and were by no 
means the only measures taken to 
make the Belleclaire known. 

“I ran quarter and half-page ads 
in the Sun, Times, Herald, World, 
Mail and Express, Evening Post 
and Commercial Advertiser,” said 
Mr. Roblee, “using the Saturday 
and Sunday editions, because they 
have about three times the circula- 
t:on of the weekday issues. The 
New York Herald is the best hotel 
medium among the newspapers, 
and I would iather have one ad in 
it than all others put together. 
These large ads were descriptive 
of the hotel, containin,, a picture 
of the building and several hun- 
dred words of reading matter. 
There is no question but people 
read long ads if they contain in- 
formation and are _ interestingly 
written. I believe thoroughly in 
pictures, because people remember 
them. We also ran special matter 
in about 130 out-of-town papers in 
which I advertise regularly by a 
trade arrangement, and in a few 
1..agazines — Everybody's, Strand, 
Ainslee’s and the Four Track 
News.” 

“Did you use those mediums to 
reach New Yorkers?” 

“No, to interest transients. An 
uptown hotel has few transients in 
the winter, the guests being resi- 
dents, chiefly. But with the ap- 
proach of summer residential 
guests go to the country or sea- 
shore, and then your hotel must be 
filled with people who visit New 
York in summer, principally from 
the South. A great many South- 
erners come North in the hot 
months. To reach these there is 
only one profitable medium—and 















that is circularizing. Literature 
has paid me best. In covering the 
South I secure the latest telephone 
books of the cities. People who 
are in the telephone directory stop 
at good hotels when they travel, 
and are accustomed to taking trips 


away from home. The telephone 
directory gives not only good 
names, but they are correct, up to 
date, and the greater number in a 
medium-sized town are residence 
addresses, so your literature goes 
right into the home. How do I 
get these books? Well, there’s a 











PRINTERS’ INK. 11 


little trick to that. An ordinary 
request to the telephone company 
for a copy of its directory will 
hardly meet with a reply. But 
I send with my request a card good 
for five dollars in rooms at any 
time the manager may present it 


Mr. MILTON ROBLEE. 


in person. This brings the book 
every time and makes so favorable 
an impression that the managers 
sometimes recommend the house 
to friends. Something is sent to 
these names every month—a per- 
sonal letter, circular, booklet, set 
of menus or something that gives 
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information about the house. 
When we have a musical enter- 
tainment here there are pro- 
grammes left over, and these, with 
menu cards and wine lists, all 
make excellent reminders. Fol- 
lowing is a personal letter that has 
been very effective in bringing 
business: 


Dear Sir—In writing you this letter 
I do so with the idea that you or some 
of your friends may contemplate visiting 
New York, and therefore I desire to call 
your attention to the latest and most 
beautiful of all modern hotels, the 
Belleclaire, situated at Broadway and 
Seventy-seventh street, five minutes’ walk 
from Central Park, and one minute’s 
walk from America’s most beautiful riv- 
er, the Hudson, a view of which can be 
had from the Belleclaire windows, to- 

ether with New York Bay, Jersey 

eights, Grant’s Tomb, the Palisades, 
etc, 
Every line of cars in the city trans- 
fers to the Broadway line. At the fin- 
ishing of the Rapid Transit Road, which 
will be not later than January 1, a sta- 
tion one block above the hotel will 
make it particularly desirable for tran- 
sient guests, so we will then be within 
ten minutes of the Grand Central De- 
pot, fifteen minutes from the amusement 
and shopping district, and twenty min- 
utes from the great financial centre, 
Wall street. 

The Belleclaire is furnished through- 
out most luxuriously, no expense being 
spared in any department. The main 

oor is particularly inviting. The lad- 
ies’ restaurant, palm room, billiard room, 
library and cafe are gems of artistic 
beauty, both as to decorating and fur- 
nishing. The Belleclaire has been com- 
snented on by press and public as the 
most cozy, homelike hotel in the world. 
Each apartment contains a long distance 
telephone, — bath and up-to-date 


open plumbing, velvet carpets, exqui- 
site furniture and handsome brass beds, 
large and commodious closet room, 


which is an attractive feature to the la- 
dies. Our rates for single room, with 
bath, for one or two persons, $3 per 
day; parlor, bedroom and bath for two 
or three persons, $4 and $5 per day; 
two bedrooms, parlor and bath for four 
or five people or less, $5 and $6 per day. 
We make a special feature of our din- 
ing-room. Everything served a la carte 
at very moderate prices. During the 
summer months special rates will be made 
for transient visitors. Another import- 
ant feature of this hotel is the beautiful 
roof garden, where one may enjoy sweet 
music and be fanned by the gentle breez- 
es wafted from “Old Atlantic.” The 
hotel has two passenger elevators run- 
ning direct to the roof, and on Thurs- 
day evening of each week a refined vau- 
deville will be given for the entertain- 
ment of guests and their friends. We 
are conducting this hotel on a liberal 
plan, but at the same time making it 
very select and exclusive. We hope you 


will recommend the Belleclaire to your 
friends, or visit it yourself should you 
come to the metropolis during the hot 
summer months or at any other time. 
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Assuring you of my personal attention 
and every comfort that modern ingenu- 
ity can devise, I am, 
Yours very respectfully, 
ILTON RoBLEE, 

“This has just been translated 
into Spanish, and will be mailed 
the coming winter to people in 
Cuba, Mexico, Porto Rico and 
Central America, all of which send 
people North in summer. These 
names are taken from telephone 
directories, too. Literature is sent 
South early in the spring and sum- 
mer. In fall and winter we work 
on lists of people in New England, 
the Middle and Western States. 
People from those parts of the 
country like to come to New York 
when everything is in full blast. 
Our transient trade at the Belle- 
claire is high-class and exclusive, 
however. The house is homelike, 
and we want to keep it so. 

“I believe firmly in printing 
prices in hotel advertising. People 
who look at the Belleclaire and 
know that it cost $1,000,000 might 
infer that a room would cost $1,000 
a week, easily enough. There is a 
good deal of distrust of New York 
hotels on account of the stories 
about fancy prices at some of the 
show places. So it pays to print 
prices on everything. I am now 
preparing a little periodical to be 
called the Hotel Belleclaire World. 
It will appear several times a year, 
circulating among guests as a 
handbook of information about the 
house and New York City. It will 
also be mailed extensively. It con- 
tains prices of everything, from 
rooms to cigars—complete wine 
lists, specimen menus, cab rates, 
cigar lists and so forth. Plainly 
Dianted prices count big in hotel 
advertising. 

“If there is one thing to which 
I am indebted for my personal suc- 
cess it is advertising. Ever since 
I have had the unhampered direc- 
tion of a hotel I have spent money 
liberally. Newspaper advertising 
is good, but must be followed up 
with circularizing to bring best re- 
sults. It seems to me that a hotel 
ad must appear in a newspaper a 
dozen times before it makes an im- 
pression, while two or three circu- 
lars will produce an effect if they 
are bright and pointed.” 

“Doesn't it keep one man pretty 
busy to manage two New York 











hotels? How many hotels can one 
man run, anyway?” ; 

“As many as he can advertise 
effectively, I should say. There 
are men here in New York who 
conduct six or eight hotels in a 
satisfactory manner, but their 
houses are seldom full because they 
do not advertise. With six hotels 
a man should be in every import- 
ant newspaper and magazine. That 
would make the houses pay the 
utmost profit.” * 

Mr. Roblee writes practically all 
his own advertising, and has a 
style that reflects his own person- 
ality, which is eminently pleasing. 
On his wine list is the neading, 
“Classified List of Liquid Jewels 
from the Casket of Bacchus.” 
Whether a reader looks upon this 
as poetry or humor, it is effective. 
Nearly every. bit of printed matter 
bears some similar expression. The 
menu cards all have good ideas, 
particularly those for breakfast. It 
is the Belleclaire custom to serve 
three special breakfasts, and each 
week the cards bear a new line, 
such as “Three Little Home Style 
Breakfasts, “Three Little Omelet 


Breakfasts,” “Something Nice, 
Something Deliciou., Something 
Different,” “Something Dainty, 


Something Hearty, Something Ap- 
petizing.” This personal note is 
carried out in footnotes on musi- 
cal programmes and other printed 
matter, so that a guest constantly 
feels it. Following are some quo- 
tations from the first issue of the 
Hotel Belleclaire World, which is 
described. as “an occasional publi- 
cation printed for the general pub- 
lic, the object being to set forth the 
advantages, comforts and beauties 
of the finest family hotel in New 
York City—which means _ the 
world”: 
“BELLECLAIRETTES.” 

If there was a potato famine in this 
country it would be a tragedy to this 
hotel. We use $1,000 worth every 
month. Try some. 

If your trousers bag at the knees it is 
not our fault. There is a detachment 
of valets here ready at a moment’s no- 
tice to dash to your room and take the 
kinks out of your clothing. 

There is a ’phone in every apartment. 
a aeee nothing to use it. Help your- 
self. 

Don’t let anything disturb your sleep, 
because in the quietest hour of the night 
when there is practically “‘nothing do- 
ing” there are over 100 pairs of eyes 
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awake in the Belleclaire looking ~ 
over and attending to business. The 
patrol system on every floor makes this 
the safest hotel in New York. Go right 
on dreaming. 

The kitchen of the Belleclaire is as 
clean as the parlor, and every sanitary 
precaution possible is taken to make it 
so. 

Keep cool. Don’t worry. We use 
twelve tons of ice in the Belleclaire 
every day in the year. We make it right 
on the premises. 

A word about our chef. His name is 
Adams, he is an American with Ameri- 
can ideas—and he understands his busi- 
ness! All dishes served plain. No rich 
batters or dyspepsia-giving sauces. Spe- 
cial dishes served at any time without 
extra charge by giving timely notice to 
Thomas. Another word about Thomas 
—he is “kick” proof, and you can regis- 
ter them with him. If that is not effec- 
tive, see the proprietor. 

ee 

A CONTROLLING interest in the Akron 
(O.) Beacon-Journal, a Republican daily, 
was sold recently to T. J. Kirkpatrick 
for $60,000. Mr. Kirkpatrick is a mem- 
ber of the well known firm of Crowell 
& Kirkpatrick, publishers of Farm and 
Fireside, at Springfield, O. The Beacon- 
Journal company is capitalized at $8o,- 
ooo. Mr. Kirkpatrick will succeed 
George W. Crouse as president, Mr. 
Crouse and P. E. Werner having dis- 
posed of their stock. R. T. Dobson re- 
tires as manager, and is succeeded b 
= —— Knight, of Springfield. Ww. 
B. Baldwin remains as editor of the pa- 
per. 

—__+o+-___—_ 


PUBLISHER 


If given the opportunity to do so, and The 
Journal Company fails to prove that the 
PAID CITY CIRCULATION ALONE 
of THe Mi_wavuxkesEe Journat is larger 
than is the TOTAL PAID CIRCULA- 
TION of either of the two other evening 
papers, and that the TOTAL PAID CIR- 
CULATION of Tue Journat is larger 
than is THEIR ADDED TOTAL 
PAID CIRCULATIONS, The Journal 
Company will make ABSOLUTELY NO 
CHARGE for any advertising obtained 
by such representation—So when an 


ADVERTISER 


buys space in Tuk M1twauKge JouRNAL 
he ~~ not only more paid circulation 
than he can possibly buy in any other 
single ony newspaper published in the 
State of Wisconsin, but he buys more cir- 
culation at less cost than he would obtain 
did he employ both of the other evening 
dailies. 


STEPHEN B. SMITH, 
Tribune Building, New York. 
C. D. BERTOLET, 

Boyce Building, Chicago, 
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FORTY-EIGHTH WEEK. 








In response to the weekly ad contest, now in its forty-eighth 
week, thirty-seven advertisements were received in time for report 
in this issue of PRINTERS’ INK. ‘The one reproduced below was 
deemed best of all submitted. It was sent in by H. F. Ruhl, 
Druggist, Manheim, Pa., and it appeared inthe New York Literary 
Digest of October 17, 1903. A coupon was mailed to Mr. Ruhl, 
as provided in the conditions which govern this contest, viz.: 
Any reader may send an ad which he or she notices in any period. 
ical for entry. Reasonable care should be exercised to send what 
seem to be good advertisements. Each week one ad will be chosen 
which is thought to be superior to every other submitted in the 
same week. The ad so selected will be reproduced in PRINTERs’ 
Ink, if possible, and the name of the sender, together with the 


“A LITTLE LIGHT. 


ON A DARK SUBJECT 


The oniform excellence and reliability 
of the various kinds of 


CARTER’S INKS 


has been made possible by years of expere 
lence and scientific study. If you choose 
the kind adapted to your special needs you 
are bound to be satisfied. 
THE CARTER'S INK COMPANY 
Inks, Mucilage and Photollibrary Paste 
BOSTON Naw yoRK AMNCAD 





name and date of the paper in which it had insertion, will also be 
stated. A coupon, good for a year’s subscription to PRINTERs’ 
Ink, will be sent to the person who sends the best ad each week. 
Advertisements coming within the sense of this contest should pre- 
ferably be announcements of some retail business, inclading bank 
ads, real estate ads, druggists’ ads, etc. Patent medicine ads are 
barred. The sender must give his own name and the name and 
date of the paper in which the ad had insertion. 

It may be of interest to state that Mr. Ruhl, who submitted 
the above prize ad, is an ardent pupil of PrinTERs’ INK for years, 
A year ago he won a cash prize for submitting one of the best 
three advertisements that set forth the merits of Printers’ INK 
as an advertising joufnal. 
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ONE AD IN PRESS SOLD 147 BOXES! 


= 





JOSEPH FLEMING & SON, 
IMPORTERS AND 

WHOLESALE DRUGGISTS, 
410 anv 412 MARKET STREET, 
1 anon 2 DIAMOND SQUARE. 


PitTsBuRG, Pa., Oct. gth, 1903. 


Press PUBLISHING Co., 
Fifth Ave., City. 
GENTLEMEN : 

The returns from our advertisements in 
THE Press have been so satisfactory that we 
wish to congratulate you on it as a business 
getter. 

Recently we had a half-column ad of 
Mi-o-na in THE PRESS ONLY, and the 
next day we SOLD ONE HUNDRED AND 
FORTY-SEVEN BOXES. This is some- 
thing phenomenal, and we take this means 
of advising you, as we feel it is worthy of 
special notice. 

With best wishes for your continued 
success, we remain, 

Yours very truly, 
Jos. FLeminc & Son, 
Per W. P. Martsolf. 














A Voluntary Testimonial of the Value of 


THE PITTSBURG PRESS 
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BUSINESS GETTER 

















ba 


Cc. J. BILLSON 


MANAGER OF FOREIGN ADVERTISING 


New York and Chicago 
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16 
THE NEW YORK “EVENING 
POST.” 





The. following interview, held 
with a representative of the Even- 
ing Post of New York, on sub- 
jects with which that sterling pub- 
lication is peculiarly qualified to 
deal, by reason of the principles 
of which it has so long and so 
honorably been representative, will, 
it is scarcely to be doubted, prove 
of especial interest to the readers 
of Printers’ INK, because of the 
timeliness of the ‘subjects treated. 
Among these is one on which, 
judging by the policy which dom- 
inates the vast majority of the 
dailies not only of this country, 
but of the world, the position taken 
by the Evening Post varies so 
greatly from that of its contem- 
poraries, that it, and only the few 
other dailies which have taken the 
same lofty ground, would be listen- 
ed to with respect. However much 
others may differ, few would care 
to controvert its declaration that 
the function of a newspaper is to 
lead public opinion, not to pander 
to it. If there are any weak-kneed 
colleagues inclining to adopt that 
high stand, the Evening Post en- 
courages them thereto by citing 
that among the papers regarded as 
leaders of public opinion the 
chances for reaching “old age” 
are very greatly increased. 

wet interview was held with Mr. 

J. Pattison, for many years 
pT! with the Evening Post, 
and now its publisher. Though 
still a comparatively young man, 
the opportunities for gaining the 
convictions he expresses have been 
of the best. The first question 
propounded was: 

hat is your Mr. 
Pattison, on the of 
‘known circulation’ ?” 

“Some daily papers make no 
statement of circulation, others do 
in a general way, arid still another 
class make affidavit as to the actual 
number circulated, and offer other 
means of satisfying its readers and 
advertising patrons. I believe ev- 
ery advertiser has a right to know 
the circulation of any paper before 
placing his order, and that if the 
paper in question does not quote its 
circulation, he is justified in de- 
manding a sworn statement or 


opinion, 
question 
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other equally convincing evidence, 
Of course there are a few of the 
largest New York dailies whose 
circulations, so far as quantity is 
concerned, are generally conceded 
to be papers of unquestionably 
large circulation, but even with 
these the advertiser is entitled to 
know the actual circulation of 
each, in order that he may de- 
termine which he can use to the 
best advantage. The statement so 
often made by representatives of 
newspapers, in reply to the ques- 
tion, ‘How much circulation have 
you?’ ‘About thousand,’ 
does not mean anything. It is 
simply an evasion, and should be 
considered as such by the adver- 
tiser, unless the publisher backs 
it up with satisfactory evidence. 
The publisher has a great deal to 
gain by making known the circu- 
lation of the paper he represents, 
and very little to lose. If his pa- 
per has a large and general cir- 
culation, then he should cultivate 
and make every effort to convert 
to the use of its columns those 
advertisers whose interest it should 
be to reach the masses, for it is 
to this class of advertiser that he 
can give the best results. On the 
other hand, if his paper has a com- 
paratively ‘small circulation but a 
particularly desirable one, because 
of the class of people it reaches, 
he has absolutely no excuse for 
declining to make a statement of 
circulation, for, after all, ‘quality’ 
is equally as important in connec- 
tion with circulation as anything 
else. It has been illustrated many 
times that a paper of small circula- 
tion, i. @, a paper reaching the 
right sort of readers, can do more 
for an advertiser than it is possible 
for one of large and general circu- 
lation to do, reaching an indiffer- 
ent class of readers. 

“The Evening Post is a paper 
that never has declined to issue 
a sworn statement of circulation 
to advertisers as well as newspaper 
directories. Its representatives do 
not, however, talk quantity of cir- 
culation but rather quality com- 
bined with a large quantity, con- 
sidering the class of people it aims 
to reach. It believes that it can 





lose nothing and gain much by 
making its circulation known. |. 
“The Roll of Honor which 1s 
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now a feature of PRINTERS’ INK 
offers publishers another and, I be- 
lieve, a very valuable means of 
making their circulation known. 
As I understand it, no paper can 
buy a place on this Roll of Honor 
that is not entitled to it. By con- 
certed action among the newspaper 
publishers entitled to enrollment, 
an advertiser would never be in 
doubt as to what mediums he 
should select. 

“Quality of circulation means 
more than the mere fact that a pa- 
per reaches a certain class of peo- 
ple who are good purchasers. It 
means that a paper so edits its 
columns as to keep them entirely 
free from free write-ups, puffs, 
axes, etc., and in this and many 
other ways gains the confidence of 
its readers and makes them feel 
that anything and everything which 
it prints is worthy of attention. 
Write-ups and puffs do not as a 
rule appeal to people of culture 
and refinement. Quality also 
means that a paper must keep not 
only its news columns free from 
all objectionable matter, but its 
advertising columns as well. 

“Issuing a sworn statement is 
not the only means the publisher 
has of making known the circula- 
tion of his paper. He can, if he 
cares to do so, submit an affidavit 
from the company that furnishes 
him with paper, showing the quan- 
tity of white paper used within a 
stated period, or he can submit his 
postoffice receipts. Neither of these 
ways, it is true, would be absolute- 
ly accurate, but they would give 
some idea as to the accuracy of his 
statements regarding the quantity 
of the circulation of his paper. 
There is still another very reliable 
means which the publisher has of 
making known the circulation, and 
it has been employed by the Even- 
ing Post for over six years. This 
is a register which may be placed 
on the wall in the publisher’s office, 
or elsewhere, in full view of all 
who pass in and out, and by means 
of an electrical attachment con- 
nected with each press it registers 
every individual copy, as it is print- 
ed. These registers are enclosed 
in metal boxes, with heavy plate- 
glass fronts, and are so cleverly 
constructed and so securely finish- 
ed that they are safe-guarded 


against interference and manipula- 
tion.” 

“Mr. Pattison, you are in a par- 
ticularly favorable position to have 
gained an opinion upon the ques- 
tion of the relative importance of 
morning and afternoon papers. 
What is your conclusion?” 

“I incline naturally to the con- 
viction that the afternoon paper is 
the paper of the future. These 
are a few of my reasons, and I 
have never seen them successfully 
controverted: A careful compari- 
son by a disinterested party would 
probably show that from 85 per 
cent to go per cent of the news 
appearing in the morning papers 
every day for a stated period, ap- 
peared in the evening papers of the 
day before, and it would also be 
shown conclusively that it was only 
occasionally that news found in the 
morning papers and not covered by 
the evening papers of the day be- 
fore was of any material import- 
ance. Therefore, as news-gather- 
ers, they do not compare favor- 
ably with the evening papers. Then 
again, the evening paper is essen- 
tially a home paper. The evening 
paper is either bought by the male 
member of the family on his way 
home, or else is served to him by 
his newsdealer at his residence. In 
either case it is read not only by 
himself but by most of the other 
members of his family, and after 
they have finished with it, it usual- 
ly falls into the hands of the ser- 
vants, and is read by them. From 
the point of view of quantity, this 
home circulation cannot be over- 
estimated. For example, say the 
Morning Democrat has a circula- 
tion of 100,000, and the Evening 
Independent, by actual count, sells 
35,000 copies, its actual circulation 
is therefore slightly more than that 
of the Morning Democrat, owing 
to the fact that it is easily read 
by at least three times as many 
people. In addition to this, the 
evening paper is to be found in all 
clubs, libraries, reading rooms, etc., 
at a time of the day when these 
places are frequented by manymore 
people than at any other time. ‘Lhe 
careful reading which the evening 
paper gets, not only by one but 
by all the members of the family, 
should be kept constantly in mind 
by the advertiser. It is read dur- 
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ing the leisure part of theday, when 
business and housekeeping cares 
have, at least for the time being, 
been dismissed from the mind. The 
morning paper, in a comparatively 
few instances, is received by the 
male member of the family at the 
breakfast table, but in most cases 
is purchased by him on the way to 
business. In either case it is has- 
tily generally read by only one 
member of the family and then 
thrown away or destroyed. The 
value of an evening paper as an 
advertising medium is not to be 
compared with that of a morning 
paper, even though the morning 
paper has a much larger circula- 
tion.” 

“Mr. Pattison, what is your idea 
of the function of the newspaper, 
in its editorial relations? Few 
even of the large dailies, I would 
say, seem to have the courage to 
deal with subjects of popular pol- 
icy in the exalted way in which the 
idealist would like to have them 
do. But even the practical man 
must at times feel that he would 
prefer to see his favorite publica- 
tion take a more advanced stand. 
Do you believe that editorially the 
daily should follow public opinion, 
should run with it, or should lead 
it?” 

“The power of the press to in- 
fluence public opinion can hardlybe 
estimated, and the efforts of a 
newspaper to influence and shape 
public opinion, if employed in the 
right direction, result not only in 
benefiting the public, but in gaining 
its confidence and respect, thus 
benefiting itself by adding to its 
strength, influence and circulation, 
which in turn appeal to the adver- 
tiser and add to its income. Fol- 
lowing or catering to public opin- 
ion, without regard to one’s con- 
scientious views, as I regret to 
say many papers of to-day are ac- 
customed to do, is and should be 
taken as a sign of weakness, and 
while such tactics may result in 
temporary benefits to the papers 
employing them, they always in the 
end prove to be an injury. Such 
papers do nothing to elevate the 
minds of their readers, thus help- 
ing them to be more useful men 
and women, and it is not long be- 
fore the public begins to realize 
that such a paper has no opinions 
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of its own to express and so -loses 


the respect of its readers. The 
histories of such papers as the 
Philadelphia Ledger and the New 
York Evening Post are shining ex- 
amples of the position of respect, 
influence, and power in the world 
to which it is possible for every 
honest leader of public opinion to 
attain. They have never hesitated 
to express conscientious opinions, 
even though their doing so meant 
the loss of many readers, or the 
loss of a large amount of revenue 
from advertising. The best evi- 
dence that it is better for a pa- 
per to be a ‘leader’ of public opin- 
ion is that a careful investiga- 
tion of the newspaper directories 
will disclose the fact that the pa- 
pers which have lived to a very 
old age are those which have al- 
ways been classed as leaders of 
public opinion. Foremost among 
these will be found the Evening 
Post, which in November, 1901, 
celebrated its one hundredth an- 
niversary, and which, during its 
entire history, has been celebrated 
for its independence and the hon- 
est expression of opinion. It is 
better by all means to be a ‘leader’ 
of public opinion, and live to a use- 
ful old age, than to be classed as 
a ‘panderer’ to public opinion, and 
never amount to anything. 

“To recur to advertising, I 
would say that the theory of some 
solicitors, and occasionally of some 
publishers, is to urge new adver- 
tisers with limited appropriations 
to use large space, the result being 
that after a few insertions the ap- 
propriation is exhausted, and the 
results are disappointing. While 
I am heartily in favor of a large, 
attractive display, I believe it is a 
mistake to urge the use of it by 
beginners having only a limited 
amount of money to spend. For 
example, if a man should come to 
me with a trial order of say three 
half pages, I would prefer and 
should advise his using six quart- 
er pages, believing it possible to 
give better returns on this basis, 
thus increasing the possibility of 
creating a new and permanent ad- 
vertiser. The publisher should aim 
to create permanent advertisers, 
and he can only do this by making 
the advertising om results. ”’ 

J. W. ScHwarzz. 
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(A Roll of Honor ) 





ted from publishers who, 





.—Advertisements under this 


NOTE. are 
according to the 1903 issue of the American Newspaper Directory, nave ——- for 
that dition of the Directory a detailed circulation statement, duly signed and da’ 

These are generally regarded the penete who believe that an pertiser has a right 


to know what he pays his hard cash fo) 


The black figures denote the average issue for the goer indicated. The light-faced 


number in brackets denotes the page in the American 


ewspaper Directory which con- 


tains the details of the pusSeaens ‘8 aeaeee. No amount of money can purchase a place 


in this list for a paper not entitled 


Advertisements under this pane nh ‘will also be accepted from publications to which the 
American Newspaper Directory accords the sign (© ©), the so-called gold marks, denoting 





superior excellence in quality of cir 
tion, if entitled as“ above, cost 20 ce 


ts under this classifica- 


nts per line a a@ YEARLY contract, $20.80 for a full 


r_ 10 per cent discount if paid wholl inadvance. Weekly, mr me or quarterly correc- 


yea: 
date showing increase of circulation can be made, 
tens $0 ds £ properly signed and dated, coverns the ac idiclonal period, in accord- 


a statement in detat 


the Lam gaye sends 


ance with the rules of the American Newspaper Directory 


—— 
ingham, Birmingham News. Daily av- 
eee tor 1908 18,488 3 i); rat seven months 
1903, 17,8983 uly, 1003, anes $ —— 


Birmingham, Ledger. dy. ly. Ave 
18,980 (a. Av. Sor Au Auug., 186 y % 17,58) rt aware 
Montgomery, Advertiser. Saventiene Oo. 
circulation for 192, guaranteed, daily 10. 
89 90 (@O), weekly 12.541 Sunday 14,6 25 (40) 
ARKANSAS 


Little Roek, Arkansas M Geo. Thorn- 
burgh, publisher. Actual ae = ge, 10,000. 


ARIZONA. 

Bisbee, Review, daily. W. B. Kelley, pub 
In 1902 no issue less than 1,250 (46). In 1903 no 
issue less than 1,750. 

Phoenix Republican. | Dai m4 i for 1 
5,820 (47). Logan & Cole Special Agency, N. y. 
CALIFORNIA. 

Fresno, Morning Republican, daily. Average 
for 1902, 4,644 (67). EZ. E. Kats, Special Agent, N. Y. 

@akland, Tribune, daily. daily. Average for 1902. 
— (75). Tribune Publishing Company. 
n Diego, San Diegan Sun. Daily average 
A. 902, 2, 22 (80). w. ince Welt Forterseld, sab 

San Franclaco, t, week’ avenge 

— 15,165 (81). EZ. “EE Kat, Speci Agent  N. 
an Francisco, Bulletin. Crothers. a 
or 1902, daily 49,159, oe ae: 808 (80). 


San Franetiaco, Call, d’y and 8’y. J.D. Spreck- 
els. Av. for 1902, d y 60,885 60,885, 8’¥ 1 584 (80). 


San Jone, Evening Herald. Herald, Sag The Herald 
Co, Average for year end. Aug., 1902, 8,597 (86). 


San J Morning Mercu M 
Publishing Go. Average for 1002, 6,886 (8). > 
COLORADO. 
ey Post, daily. Post gray! and Pub- 
ishing Co Average for 1902, 82,171 (97). Aver- 

ge for October, 1903, 40,640. Gain, 1,051. 
CONNECTICUT. 


Hartford, Times, daily. Average for 1902, 
16,172 (iD. Fry Labia, er 


nepetln Bulk Gon By eet av. = 0, Ee tag). 
oN as ais a ea SATE 
sv Bhat Union. Kates Spectal agen it ae 
Pe tJ w London, Day. evg. 4 ST 558e. “aug. ppd hg 


PR tay 2 rae, or 190 Bary Go. » pub- 
verage for verage 
fret siz months 1903, 4,996. . 


DISTRICT ~~ COLUMBEA. 
LL ee Ev. 
paper Co. Average for i 1902, et RITE ©@ © pie 











National Tribune, weekly. Average for 1902, 
eee Ay First six mos. 1908, 73 eee. 
h & Thompson, Rep., N & Chicago. 


DELAWARE. 
mington, Morning News, daily. News Pub- 
eh Co,, pubrs. Average for 1902 9,485 (121). 


FLORIDA. 
Jacksonville, Metro Svopelin, Gali daily. Aver. 1902, 
7,018 (128). Average ist 6 months, 1903, 8,229. 


Pensacola, Journal nal daily, every Forging ex- 
cept Monday. Average for Ii for 190%, 2,441 (131 


Tampa, Morning “Tribune. daily. 
bune Pub. Co. Average for 1902, 4 608 Tange Ts e 


GEORGIA. 
Atlanta, Journal, dy. Av. 12, 87,828. Semi- 
wy, 84,105 (135). Dh Atisate Journal Go. pubs. 





“aan Walker Co. Messe! yr N. 
C. Napier, Jr., pub. Av. for 1902, 590 ( 


IDAHO. 
Bolse, Cagital 3 sows dy. ona, 

Co., pu 1902, bin ey wy. mee 4 
(51). Av. tt € Sa 1903, a 2,800, wy. 8,279. 
ILLINOIS. 

Cairo, Citizen, weekly. Year yw fee 1902, 
no issue less than 1,0 ® (161); Oct., 1903, 1, 100: 


Champaign, News. in 1902 no ivsue less than 
1.100 one and 8,400 coe than (163). In October, 


4903, no daily issue less tha 200. 
CRinege, Ad Sense, ge, monthly. T he Ad Sense 
Co., pubs. Actual average fo for 1902, 6,088 (176). 


ene American Bee_ Journal, weekl 
Actual average for 1902, 1902, 7,485 (167). “ 


Chicago, Bakers’ Helper r, rey 4 
Clissold” A Average for bee ee Sam. 


ty Mandoee Fe seer Qensien Average ‘for 2, 6, O52 
3 
én. somo a wena. 1903, © ste 


Actual average for Rae BBS (i70)." Average 
ctual ave’ or 
Jirst nine months og . or 


Chicago, Grain Dealers Jou 
—— mpany. Av for ison wir é e on C178). 


Chie Home Defender, mo. T. os Mauritzen. 
903, 24,888. 


Act. av. 5,409 (180). Six mos. 4 
Chicago, Irrigation Age. , D. H. An- 
derson. Av Average for | 1908, Ta. 1868 (1 Average 
ten months 1903, 22,100. (1a, 
Masonic Voice Review, mo. oy for 1902, 
26,041 (182). For six > months 1903, 166. 


Chieago, Monu mental News, mo. R. J . Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chi National Harness Review, mo. Av. 
tor 1900 BROT (183). __ First 8 mos. 1908, 6,250. 
Chicago, New Thought, m ‘ht, monthly, 
Ella Wheeler Wilcox, editor po hye year end: 
ng January, 1903, 29,289 as) Since January, 
1903, New Thought prints over 00,000 monthly. 
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Chie Operative Miller, monthly. Actual 
average for 192, 5,666 (183). 


Park and Cemetery and Landscape Be Sargening: 
mo. Av. for year we July, 192, 2,041 (183 


. rd-Hi id. Average for 1902, 
Aa Tee aes Sunday 174,810 caeee 


Chicago, Tribune, daily. Tribune Co. In 1902, 
yA (OO) (166). 


East St. Louisa, Poultry Culture.mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first six months 1903, 14,888. 


Evanston, Correct English: How to Use It, mo. 
Average for year ending Oct., 1902, 9,750 (194). 


Kewanee, Stes Comziee Average for 1902, 
daily 2,410, weekly 1,522 (203). Average guar- 
anteed circulation ily Sor August, 1903, 8,006. 


Peoria, Star, eveni ana Sunday morning. 
Actual sworn average for 1902, 28,742 (219). 


Roekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 
Evansville, Courier, Py and 8S. Courier Co., 
402, 11,218 (244). seers av. oo 
Bis. Sm Smith Thompeon, Sp. Sp. Rep.,N.Y. & Chicago. 


Evansville, Journal-News. Av. for 1902, d’y 
11,910, S'y 11,508 (24). E. Katz, Sp. Agt., N.¥ 


Gotten, Docking Club, monthly. Average for 
1902, 25,501 (247). A ‘persistent medium, as 
housewives . Kt, every issue for daily reference. 








Eotionapete, 3 News, dy. Hilton U. Brown, gen. 
mgr. ‘or 1902—actual sales—62,188 (250). 


erate. Morning Journal, daily. Actual 
average 1902, 8,002 = October, 1903, 4,877. 


Marton, Leader, W. B. Westlake, pub. 
Actual average for 1902 oan 757 (257). For month 
ending October 37, 1903, ioe re 


Munele, Star, d’ ‘and S’y._ S’y. Star Pub. Co. Year 
ending Feb. 1903, d’y 21,468, S’y 16,585. (260). 


Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average for 1902, 25,976 (262). 


Prineeton, Clarion-News, dail ‘ Clarion Pub- 
lishing Co. Average for 1902, for 1902, 1,820 (264). 


Richmond, Evening Item. Item. Suen av. for 
1902,8,124 Same for August, 1903, 8,227. 


South Bend, Tribune. Sworn daily average 
1902, 4,861 (267). Sworn av. for Oct., 6,047. 


IOWA. 


Arlington, News. Al) hom ie ed weekly. W. 
F. Lake, pub. Average for 19 for! 1,400 (282). 


ington, Huwk-Eye, 4 daily. J. L. Waite. 
an po 1902, 6,818 (285). June 30, 1903, 7,018. 


Clinton, Advertiser, 10,88 Pag, Bre Bros., pub- 
lishers. Ave’ for 1902, 10,288 ¥. Accorded 
largest daily reulation in B n Eastern I 


Dave rt, Times. . Dy. a av. 1902 eon 8.-wy. 
1,527 Gh), Dy. . av. October, 1903, ae on 
guar. more ant “double uble of an any Davenport da 


Des Paetaee, , Capital, daily. daily. pateette 3s tous 
pustteher. average for 1902, 
(293). , mM, 1903, $1,011. 





De« Moines, Cosmopolitan Osteopath, month- 
ly. Still College. Average for 1902, 9,666 (294). 


Des Moines, News, daily. Aver. 1902, 87. as 
(298). First 9 mos. 1908, aver., sworn, 41,871 net. 


A. of the West, wy. Improvement in breed- 
ing horses and live stock. Av. for 1902, 6,095. 


Dubuque, Catholic Tribune, weekly. Cotnette 


Museatine, Journal, dy. av. 1902 8,712, s.-wy. 
- (315). Dy. av. sat 6 months 1903 4,188, 
ttumwa, Courier. Dy. av. 02 4,491, s. Te 
sais. ist 6 mos. 1903, dy. cage ny 
Sheldon, Sun, d’y and w'ly. H. 
Average for 1902, d’y 486, w why 2, bad ‘oa 
Shenandoah, Sentinel, tri-weekly. Sentinel 
Publishing Co. Average for tor 1902, 8,681 (323). 
Sioux City, Journal. Dy Dy. a for Ares s 8 ae 
of 1903 (sworn) 19,812, 2. = for Awig. 1 98. 
cords always Vida. igen isputed aa in 
its big, virgin jie sot a average 16,968 (524). 


KANSAS. 
Atehison, Globe, daily. E. W. Howe. (334). 


Offers to prove 5,200 daily circulation for 1903, 
or receipt any advertising b bill. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land. Averege for 1902, 195.809 (343). . 

Hutchinson, News, d’y and w’y. Wy. durin 
‘i no issue less than 1,920 (346). E. tz, 2 vv 


Touche, Western School Journal, phacetonel 
monthly. Average for 1902, 8,116 (36: 


tehite, le, d’y and w’ *yand w’y. Av. on d’y 16,- 
sie w’y 6, 674 (364), th, N. Y. & Chicago. 


‘KENTUOKY. 


p eerenpert, Breckenridge News isan” J. 
D. Babbage. Average for 190 for I to02, 2,248 








Lexington, Leader. Av. for 1902, os uy Hg] 
w’y 2,806, S’y 4,008 (373). E. Katz, 8: 4.,N. ¥ 

Louisville, Evening Post, dy. Evening Post 
Co., pubs. Actual average fo for 1902, 26, 895 (374). 


Padueah, Sun, daily. Sun Publishing Co. Av- 
erage for year ending June, 1902, 1,704 (378). 
Daily average for September, 1903, 2,192. 


LOUISIANA. 
New Orleans, Item, daily. R.M. Denholme, 
parry Average for year ending June, 1902, 


16,259 (387). Official journal city New Orleans. 


New Orleans, Louisiana Planter and Sug r 
Mfr, wy. In /902 no issue less than 8,000 (3 


The Southern Buck, official organ of Elkaom 
in Louisiana and Mississippi. Av. 02, 2,866 (388). 


BAERS. 
Augusta, Comfort, mo. \. Gannett, pub. 
Act average for 1902. 1 274,746 (391). 


Augusta, Kennebec Journal, d’y and w’y. 
ore 'Y, 1902,4,719, w’y 2,188 (391). 


r, Commercial. Average for 1902, daily 
z, leew weekly 29,012 (392). 


Lewiston. Evening Journal, daily. Averag 
for 192, 6,640 (@@), weekly 15,255 (© ©) (395), 

Phillips, Maine Woods, weekly. J. W. Brack- 
ett. Average for 1902, 5,416 6 (397. 


Portland, Evening Express. Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 

Baltimore, News, dail Evening News Pub- 
lishing Co. Average~l 41,588 (402), Janu- 
ary / to October 3/, 1903, 44,856 

MASSACHUSETTS. 


Boston, Evening Transcript ( )) (412) Boston’s 
tea table paper. Largest amoun sits week-day adv. 


Boston, Globe, average for 

Daily, 196,579; bag f re 296 412-413). 

First 9 mos. 1903, dy. 1 95,292, "Sy. 297,282. 

Largest circulation in New England. 
Advertisements go in morning and afternoon 

odtsteus feta price, 





Printing Co., pubs. Actual average 1902, 4,8¢ 





Boston, New En ngland M M ine, monthly. 
America Go. .» pubs, Average 1902, 21,580 (420), 
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Boston, Pilot, every Saturd Roman Catho- | 
lic. = Jeffrey Roche, oditor. “oo 
Boston, Post, dy. Average for 1902, 374.178 


(413). Av. Sor Uct., 1903, dy. 185,804, Sy. 172,- 
006. Largest p.m. or a, m. sale in New England. 


BOSTON POST 
The Representative Democratic 
Paper of New Bagland 








OCTOBER AVERAGES 
The Sunday Post 


172,006 


Tr Daily Post 


185,304 


Boston, Traveler. John F H. Fahey. Established 
18%. Actual daily average 1902, 78,852 (413). 
For first six months 1903, 76,409. 


East Northfield, Record of Christian Work 
mo. Av.for yr. end’g March, 1903, 20,541 (425) 

Gloucester, Daily Times. Average for 1902, 
6,247 (427). First seven months 1903, 6,629. 


Lawrence, Telegram, dai daily. Tel Pub- 
lishing Co. Average for 1% 1902, 6,701 ( 

















Salem, Little Folks, m mo., juvenile. 8. E. 
Cassino. Average for ‘or 1902, Fi 78, > @ (434). 
ringfield, Good 1} Housekeeping, mo. Avg. 


&p 
for Prone. 108,666 (436). For year end. Dec., 
185,992. All advertisements guaranteed. 


SartnagSeld, Republican (435). Aver. 1902, dy. 
15,406 (OO), Sunday 18,988 (@O), wy. 4,177. 


M4 “pr asus 


1903, 


Worcester, Evening Post, daily. 
Post Co. Average tor 1902, 10,556 ( 
MICHIGAN. 
dy. D. W.Grandon. Av. for 
first 9 9 mths, in 1903, 8,650. 
Detroit, Free Press. Av Average for 1902, dail: 
41, $52, Sunday 51,260 (450). ol 


Detroit, Times, daily. Detroit Times Co. 
erage for 1902, 27,657 (450). 


Adrian. Telegram, 
1902,1, 270 (440). Av. Jj 


Av- 
Grand Rapids, Evening Press, 
for 1902, 88,216 (456). First 8 mos., 


Grand Rapids, Herald. daily. 
Conger. Average for 1902, 20,156 (456). 


dy. Average 
1903, $6,184. 


Eugene D. 
Only 





pervuge ay @ 
py by wed rate, Pe cents per pee 
line now—will be increased J ‘January, 1904. 


James _O’Donnell, 
Av- 





Jocksen, Citizen, daily. 
Actual average for 1903, 8,887 (461). 
Sor first six months 1903, 4,828, 


Press and Patriot. Dail 


pub. 
erage 


Kelomescs, Telegraph. 02,dy. 7,408,s.-wkly. 
7,579 (462). To Oct. 1, Ms. d. 8, OS ar -w, 8,414, 


mechs Evening News, dail Ave for 
1902, 9,848 (473). October, 19 1903, daily 12 raed, 


Saranac, Advertiser, iser, weekly. H. T. Johnson. 
No issue in 1902 less than 2, (474). 


MERNESUSS. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1902, 62.208 (498). Act- 
ual average July-October, 1903, 74,888. 


y Minneapolis, ‘armers’ Tribune, twice-a-week. 
Murphy, pub. Av. for 1902, 74,714 (496). 


__Minneapolte Journal, dail Journal Print- 
ng Co. For 1902, 54,628 (495). 

Minneapolis, N. W. sgrotnstn. s.-mo. Feb., 
03, 78,168 (498). 75,000 guar’d. 35c. agate line, 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska Amerikanska P 
8. J. Turnblad, pub. 1902, 47 1902, es ; (497). 
Minneapolis Tribune. V W. J. Murphy, ib. 
Average for 1902, daily, $6,972 2 196); un- 
dvy, 56,850. ix months to Nov. 4, 1908: 
Daily 78,061, Sunda S0,DOS. Est. 1867. 


Daily average for 77,218. 
The only Minneapolis i ~ listed in Rowell’s 


Am ays ae ol rect 
that t publishes its roulation over 
a considerable period down to 


GUAR date in ROLL Of HONOK, or else- 
AN where. The Tribune is one of the 
TEEO nine A newepapers 
‘reulation of which is ann 
guaranteed by Rowell’s A 
Newspa: Directory. Adveri goin both 


yper 
morning and evening editions for one price. 


Minneapolia, Western Progress, mo., devoted 
to Western interests. Av. for 1902, 10,000 cn 

ay Paul, Dispatch, dy. Aver. 1902, 

Pasntaree BE,isi. Sf PAUL'S LbaD- 
TING NEWSPAPER. 

St. Paul, Globe, daily. Globe Co., 
Actual average for 1902, 22,825 (505). 
mos. 1903, $1,529. 

St. Paul, News, dy. Aver. 1902, 80.619 (605). 
First 9 mos. 1903, sworn average 84,081 net. 


St. Paul, Pioneer-Press. Daily average for 
1902 84,151, Sunday 80,986 (506). 


alt Feel, The Farmer, a »%-mo. Est. 1882. 
ub. 50c. Prof. Th. Shaw, “Act. av. year end. 
Feb, 03, 67,875 (507). Act. present av. 80,000. 


Winona, Se gy and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past 6 months, 4,109. 


Westlicher Herold. Av. 1902, 22,688; Gonntags 
Winona, 28,808; Volksbl. des Westens, 28,826. 


MISSISSIPPI. 

Vieksbu American, daily. In 1902, no issue 

less than 1 "50 (522). In 1903, 1,900 copies. 
MISSOURI. 

Joplin, Globe, daily. Aveguae Svs for aw 9,414 
(541). E. Katz, Special Agent. 

Kansas City, Journal, paz and Average 
for 1902, daily 56,876, weekly 61-1 109 (541). 


= ay » Week oo lement Trade J’rn’l. 
Vv. Aug., 02 187 (543). Av. 5 mos. '03, 9,895. 


Kansas our, World, daily. Aver, 1902, 62,- 
978 (542). First 9 mos. 1903, aver., sworn, 61,452. 


Mexteo, American Farm and Orchard, byes} 
and hortic., mo.: Actual ave! for 1902, 
(649). Actual aver. May, June, July, 1903, is bet. 


ublishers. 
First 9 








384k. 


Jackson, 
1902 5,082 (461); for July and Aug., 1 





St. Joseph, Medical Herald, Paez, meet 
Herald Co, Average for 1902, 7,475 (657). 
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esogh. 2996. 7th St,. Western Fruit Grow- 
P. m 'y. ver. for ie. 28,287 (557). Rate iéc. 
per line. Circulation on 80,000 copies guarant’d. 
at - Leoule, Medical Brief, x Brief,mo, J. J. Lawren 
and pub. Av. tor 1902, 88,058 om 


National Farmer and Stock Grower, mo. 
mos. end. Oct., '03, 105,500. 1902, Ge ouB O (t63). 
St. Louls, The Woman's M ne, monthly. 
Women and home. Lewis Pub. Proven aver- 
age for 1902, 908,888. “actual proven a 
Sor rst 9 mos. in 1903, 1,115, 76 Commencing 
we oes 1903, every issue ¢ 


Non 500, 060 copies_full ion in = the wor 
sia MONTANA. 


Anae itandard ars oname f ‘or 1902 
11,204.07)” MONTANA'S B ST NEWSPAPER. 


Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for "for 1902, 10,101 (673). 


Py Record, ev Record Publishin 
bee, oa, OE 4 





for 1 574). Average Ja 
» qutto jay 3/st, 1903, 10,209. 
NEBRASKA. 


Lincoln, Deutsch-Amerikan Farmer, week] 
(600). Av. for year end, April 30, 1903, 144.5. 


Lincoln, Freie Presse, weekly (590). Average 
Sor year ending April 30, 1903, 144,554, 

Lineoln, Nebraska Teacher, eg ON yowne 
& Crabtree, pub. Average for 1902, 5,1 

Lincoln, Western Medical Review, mo. “yl vr. 
endg. May, 1903, 1,800. in 1902, 1,660 (691), 

Omaha, Den Danske Pioneer. wy. Sophus F. 
Neble Pub. Co. Average for 1902, 28,475 (504). 


Omaha, News, daily. Aver. for 19, 82,777 
(04). First 9 mos. 1903, sworn aver. 40, 
NEW HAMPSHIRE. 


Franklin Falla, Journal-Transcript, weekly. 
Towne & Robie. In 1902, no issue less than 8,400. 


Man ahoaten, car pry 4 Herb. N. Davison. 
Average Ss 4 1902, 
io Biasare NY “Rep., 150 Nassau St. 
‘NEW JERSEY. 


Asbury Park, Press dy. J. L. Kinmonth, | ot 
Act. av. year end, July 3/, 5, 8,702. In 028, 


Elizabeth, Evening Times. Sworn aver. 1902, 
8,885 (616). 6 mos, 1908, 4,288. 


Elmer, Times, weekly. 8S. P. Foster. 
for 1902, 2,085, (616). 


Observer, dail sotmel average 
7 Sept., 1903 1008, 22,75 

Jerse + Evening Journal, dy. Average 
for 1908, 1 S 2 (619) iat 6 mos. 1008, 18,407. 


Jersey City, Sunshine, mo. W. Floridy. 


Aver. for year ending Jan., 1903, si,boo (426). 


Newark, Evening News. Evenin 
Co. Av. for 1902. dy. 50,406, Sy. 1 


Newmarket, Advertisers’ Guide 
Day, publisher. Average for 1902, 


NEW FORK. 
Journal, peed Jou Co, 
erage 198, 16,109 (654); present, 18,897. 


soft>anz, Stee Un so ab are . Establ. 


Average for Toon, 26, 
Bi mton, Evening Herald, daily. Evening 
Bouton Average for 1902, for 1902, 10,891 (638). 


Average 





1008" 18, aia 


News Pub. 
915 (621). 


mo. van 


“6,0 


Av- 





awn mgyio, Courter, a rning ; Enquirer, even- 
S evening 80,404 (G4! 
~ 3 48,818, evening 80,401 (4 


i. 1902, morn- 








Buffalo, Evening News. ay. rt 74,28 
aa _ & Thomgeon, mu: N.Y. CMtonee 


, Evening Leader, daily. Average for 
wee Lod t (647). September, 1908, 5,955. 


Cortland, Democrat, weekly. 4 C. Parsons, 
Actual average for 1912) 2.228 (647). 


Elmira, Ee Star. Av. for 1902, 8,255 (651). 
Suarentes e aeons vit t or personal investigation. 
uart, N. Y. Rep., 150 Nassau St 

Ithaca, norte daily. Ithaca Publishing Vo, 
Average for 1902, 8,116 (658). Av. for Sept , 1903, 
4,500. Leith & Siuart, N.Y. kep., 4 60 Nassau St. 
Newbu Av. for 1902, 4,257 (666), 
Guaran or personal investigation, 

New York City. 

American Engineer, my. R. M. Van Aredaie, 
pub. Av. 1902, 8,816 (681). A (681). Av. 10 mos, 03, 8,745 


American Machinist, w Bete bine construc, 
(Also European ed.) Av. 1902 Av. 1 18,561 (© ©) (670). 


Amerikanische Schweizer Z Zeitung, w dM Swiss 
Pub. Co.,62Trinity pl. Av. for 1902, 15,600 (671). 


Automobile Magazine, monthly. Automobile 
Average for 1902 8,750 (686). 


Ba apices News, yap. 


Baker’s Review, monthly. W. y-° G ry Co., 

— i. Average for 902, a8 (68). Aver- 
ge for first six months end, J o 1903, 4,416. 
monthly. Ben- 


Benziger’s Magazine, fami 
ziger Bros. Average for 190 for 1902, 28,479 (686). 
Caterer. Gonthiy. Caterer re. ©o. (Hotels, 
Clubs, and Rest.). Average for year 
ending with gust, 1% 1902, 5,888 (687). 


Cheerful Moments, monthly. Geo. W. Willis 
Publishing Co. Average for 902, 208,888 (687). 


Clipper, weekly. Frank Queen Pub. Co., Ltd. 
Average for 1902, 26,844 (© ©) (673). 


Delineator, fashion mo. Batterie k Pub. Co., 
Itd. Est. 1872, Av. 1902, 721,909 (688). Act. av. 
circ’n for 6 months ending June, 1903, 876,987. 

El Comercio, mo. Spanish rt. J. Shep- 
ard Clark Co. “Average for 1 for 1902, “9 (689). 


Electrical Review, weekly. Electrical Review 
Pub. Co. Average for 1902, or 102, 6,218 6) (674). 


a. 





neering and oalining Journal, weekly. 
866. Average 1902, 10,009, (© ©} (674). 


Forw: daily. Forward Association. Aver- 
age for ni, 81,709 (667). 


Frank Leslie’s Popular Monthly, Frank Leslie 
Euplieting House. Actual av. for 1902, 204,621 
December, 1903, edition, 258,650 copies. 


semi- Aa Average for 1902, 
8,500 (083); ‘frst half 1903, 862. 


Morning Telegraph, daily. Dai seieera hb 
Co., pubs. Average for Tor’ 1902 2, 88,228 Yas " 


Music Trade Review, n music carade and art week- 
ly. Aver. for 1902, 5,452 (677 





Pharmaceutical Era, a pharmacy. D.0O. 
Haynes & Co., pubs., 8 .» 8 Spruce street. (@ ©) (679). 


Pocket i? of Railroad Off road Officials, qly. Points 
& Transp. Av. 02, 17,696 (702) ; av. ’03, 17,992. 


Police Chronicle, weekly. Police Chronicle 
Pub.Co. Average for 1902, for 1902, 8,650 (679). 


Printers’ mak, tao i for gaversio- 
ers, $5.00 pe a 98 079 _— Est. 1888. 


Average for 1 
Gazette, railroad railroad an 
ns 83 Fulton street. Mreet. Est. ae, @o ro oe 


The Central Station. op. monthly. | H 
Jr. Av. for year ending May, hon, 5,488 st” 
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The Iron Age, weekly, established 1855 @®@ 
676). tae For more than a generation the lead- 
Gee ication in the hardware, iron, machinery 
A nie’ bob awarded « sterting oliver Suge 

nters’ Ink awa a steri eal r 
Bow! to the Iron as. pues ‘as follow 





rded vember 20 
Printers’ Ink, the Little 
hoolmast the Art of 
ws jeortionng, to The Tron Age, 
“ that paper, after a canvass- 
Pa b merits ym a 


- the one trade paper in the 
me Owited ted stat ates tes of P aany U yo —— S all in all 
PH asap ny constituency the and best 


he best 





“ serves ¢ rpose as a 
“tion vith a @ specified clase.” class.” 

The New York Times, daily. Adolph 8. Ochs, 
publisher, 1902 A (© ©) (669). 

Wilshire’s Magazine. Gaylord Wilshire, ed., 
128 E. 23d St. Aet. av. ending Sept., 1902, 46, 000 
(1088). Actual av. first eight mos., 1903, 100,625. 

Rochester, Case and Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 years’ average, 80,186, 


Seheneectady, Gazette, daily. A. N. Liect y: 
Average for 1902, ag 4 Ot Average for t. 
month of August, 1903, O11. 

Syracase, Evening Herald, daily. Herald Co., 
pub. Aver. for 1902, dy. $2,118, Sunday 29,009. 

Utica, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 

Utiea, Press, daily. Otto A. Meyer, publisher. 
average for 1902, 18,618 (723). 

Warsaw, Western New Yorker, weekly. Levi 

A. Cass, publisher. Average for 1902, 8,468 (724). 
i Wellsville, Reporter. Reporter Ptg. House, 
pub, Av. for 1902, dy. 1,044, s.-wy. 2,744 (726). 


Whitehall, wey meetty. Inglee & Tefft. 
Average for 1902, 4,182 (726 


NORTH CAROLINA 
Lexington, Ba Dispateh, wy. In 1902 no issue less 
than 5, (735). Aver. iver. first 8 mos. 1903, 6,800, 


1m te - Biblical Recorde! Recorder, ate: Average 
Six months 1903, 8,6 


NORTH DAKOTA. 


Grand Forks, Normanden, w ay, 5 
den Pub. Co. Average for 1902, 4,869 a. 


Herald, ce RS Av. xq Rik 4 (744). Actual aver. 





" 'h Dakota’s BIGGEST 
Pat ine La > Mamwell N. NV. ¥. Rep. 
out. 


Akron, B ournal Daily # 1902, 
7,869 (750). “Year ending Sept. 30, 1905, 8,065. 

Ashtabula, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8,558 (782). 


Cineinnati, En pines. Established 1842. Daily 
(©), Sunday (© ©) (761). Beckwith, New York 


Cincinnati, Mixer and Serv Server, monthiy. Actual 

average for 1902, 18,088 (764). First eleven 

a. 1908 amen ere, 42,591. Official organ 

Hoe tel and and Restaurant a, int. ria 
Int. League of America. 

US GROW. 


Cincinnati. Phonographic Magazine, 
Phonog. Institute Co. Av. for 1902, 10.107 (764). 








Cincinnati, Trade Review, m’y. Highlands & 
Highlands. Av. for: 1902, 2,584 (765). 


Cinstenedi, Times-Star, dy. Cincinnati Times- 
Star Act. aver. for 1902, 143-916 om 
Act. ian Snghel oe aide 1908, 147,60 


Cleveland, Current Anecdotes ( rare 
Mag.), mo. Av. year end. Sept., Myon 11 BES C168), 








Columbus, Press, dail y. ¢ 
Printing Co. Actual av. for 1908, 21980 a 


Columbus, Sales . E.L. Moon, 
publisher. Average for (902, son, 2 4 oBe (771). 


Rs News, daily. Ne News Publishing Co. 
Average for 1902, 16,580 (773 (778). 


Laneaster, Fairfield Co. Re Co, blican. In A’ 
ust, ’02, no issue less than 1,6 for 2 years ie 


Springfield, Farm and m and Firesi eside, agricultural, 
Sin see a — po for ue 
months, 1903, $40,875. , ; 


Spri eld, Woman’s Home Com m, 
ry eory enthty, on. SN. apg av.for = 
. ). average for first 

months, 1903, 885,166. 
Toledo, Medical and Surgical Reporter, mo. 
Actual average 1902, 10,917 (802). 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual aver. 
1902, 22,178 (813). Year ‘ear end. June 30, '03 , 24,198. 
Guthrie. Oklahoma State Capital. 
Average for 1902, dy. 18,806, w 1% 222 ats 
Year ending July 1, 03, dy. 19. 9,888; wy. 28,119. 


CaESee. 
Astoria, Lannetar. Rosenberg. Finnish, 
weekly. Average 1902, 1,898 S58 we g 


Portland, Even Tel Se Seca 
Sworn cir.’03 (8 mos.), ), 17,828. 

Portland, Pacific. Miner. Miner, ar ear 
ending Sept., 1902, 8,808; first 8 mos. 1903, Acie. 


PENNSYLVANIA. 


Alleghern a Os: American Tourist, mo. Av. year 
end. Aug. 120 (878). This paperenss former. 
ip Published in Glitebarg, and is now continued 

the name of The American Home Companton. 


Doaneiiow vite, Courier, we weekly. Actual av. for 
1902, 8,16. . The“ Courier rier "haa ily issue 
8 ty bp stati li. 


Erte, ves, daily. Average on yom, 10,645 
(843). £. Katz, Special Agent, New York. 


Harrisbu hee ,dy. No js for year 
end. Feb., ° } (847). av. 
end, July, '03, 9 azo. At . Average Sept., £6 Ba. 

Philadelphia, American Medicine, ¥ 
for 1902, 19,827 (865). Av. Me Av. March, 1903, 1 set. 


Philadelphia, Camera, m . Frank V. 
Chambers. Average for } 2 et (871). 


Patiotelohs Farm Journa monthi Wwil- 
n Goi iebers.. Average 


mer Atk row publishers. 
= 1902, Bes,18t ¢ Printers’ awarded 


the seventh Sugar Bowl to Farm Journal with this 
inscription 
ie Awarded June = 1902 YA 





“ Printers’ Ink, eS 
master’ 4 it of 

pd « Advertistn the Farm 

* Jow eA E 


“of —~ extending over 


et ot of a a ir, that , among ong alt 
dinoed the = “nthe United States, has been 
‘ pronoun one that best serves its purpose 
“pal pe populati and effective and -% 
_ ion, asan and economt- 
ting with them, 
“ through its jeertising col columns.”” 


Philadelphia, Grocery rocery World, wy Grocery 
b Co. Av, for 1908, 9,408 (887).’ Average first 
six months 1903, 9,780. 


Philadelphia, Public Led r, daily. Adolph 
8. Ochs, publisher. (© ©) nde 








Average for 1902, 8, 





Philadelphia, Reformed Church 
w'y. 1906 Arch st. ytd Gan) 
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4 tery me punter Scho 
ve efor 
110051 08,05. oligious Prost Asoo’ Palla, : 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of The BULLETIN for each day in the 
month of October, 1903 ; 


aoe b ween 


141,710 


‘Sunday 








“Total for 27 days, 4,026,174 copies, 
NET AVERAGE ted OCTOBER 


149,147 copies per day 


Bulletin’s figures are net Camaged, un- 
and returned copies have + a mitted.” 
m. L. Belans, ‘Publisher. 
Philadelphia, Nov. 7. 4, 1903, 





Pittabur, pain Aver., 10902, 
7,a42 (sD. Sworn stat t un applicati: 


Pittaburg, Gasette, d’y and Sun. Aver. d’y 
1902, 60,229 (876). Sworn statem’t on application. 


Pittsburg, Times, daily, Wm. H. Seif, pres. 
Average for 1902, ata (876). Average firat six 
montha 1903, 64,8 av1 


Sevantem. Times, every evening. 
= nett. Average for 1902, 19 19,017 « 


Edw. J. 





arren, Forenings Vannen, onl 
AY. bal 541 (889). Circulates Pu., N. Y.and 0. 


ba oy Reporter, daily, John is Stew. 
art, gen. mgr. Average for 1908, 5,857 


Weat Chester, Local N daily. W. 
Hodgaon. ‘Average for for 1908, 890). 


eowa, 
? 02, 15,086 
York, Dispatch, daily. Publishing 


Co, for i90g, 7,801 i a Average f 
Average for » ‘or 
October, 1903, 8,166, 


REODE ISLAND. 
Prev ournal, 15,975 ( 
Sunday RNR ‘ AN 
581, average / 902, 


) (896), 
Evening Bulletin 87,- 
vidence Journal Go.. » pubs. 


SOUTH GARCLINA. 
Anderson, People’s Advocate, week G.P. 
Browne. Aver, 1908, no issue less than }, (899). 


average fort eae oa! gat Iv, state Co.. ae 
average for 
six months of 1903, 6,66 1 copies. 


SOUTH DAKOTA. 





Sioux Falls, 8s Leader. Tomlinson eDey.| 4 
blishers. aus yf arerens for ry 5,8 
15). Sworn a Auguat, (903, 9 Ye. 
TENNESSEE. 


PR py ge Tm Gee Grower, me. 
Actual a cents 
per line. wy ~ +- Tor September, 1908, 


1 ey 156. 
Somtweckly Nex News. In 1902 no issue 
"Salat Se: 


iret 6 mos, 1903, 1,425, 








Tot an average Get daily. Ave 4 + 2008, 


7, TOL (026) October, 1908, 10,716. 
we hi Commenetal v 

da dry: A ot aly hot su 
ry wee he iret 9 mos, 

907, - 28,445, 8; ath wy. 76,928. 

Nashville Banner. meen Av. for year ending 


Feb., one 14,0 rah by A June, 1908, 19,. 
556. Only Nasho ody eligi to Roll'of Honor. 


Nashville, Christian pavoonte, wi . Bigham 
& Smith, Average for 1902, 14, T dim. ~ 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1908, 1,000 (044), 


Denton, Denton Co. Record and Ohronicle, 
w’y. W.C. Kdwards. Av. for 1002, 2,744 (945). 


El Paso, Herald. daily, Average for rome, 





8.245 (046). Smar tativ 

160 Nassau St., New York. In the latest issue of 
the American i rectory the circu- 
lations of mes two da ty Pe of El Paso, Texas, 
are rated. No one the accuracy of the 


—— rating, but it oy recently been ap- 
rent tha *Timea” rating 8 fraudulent.— 
PRINTERS’ INK, July 22, /908 


a Porte 


L Chronicle, weekly. G. ; Ee le, 
publisher. S29 (004 7 


verage f¢ or 1902, 1, 
Paris, Advocate, dy. w. N. Furey, “a 1902 
no taeue leas than 1,150 (959) ; ‘May, / 903, 1,257. 


UTAH. 
0 m, Standard. Wm, 
for wed daily 4,028, semi h—- = sokly Bobi Tory” 
VERMONT. 
re, Times, daily. F. E. Langle 
First six months /903 
VIRGINIA. 
Norfolk, Dispatch, daily. Daily average for 
1908, 5,008 (980), -Aug., 1905, 8,494. 
WASHINGTON. 
Seckane, Saturday 8 tor, weekly. Frank 
Leake. Average for 1 , 5,886 (999). 


Tacoma, Daily News, dy. Av. 02, 18,659 (1000). 
Av, 9 moa, 1903, a Saturday issue, 17,222. 


Aver. 1902, 
2,354 “ou. S088 


Dy. av. 190%, 10,986; By.» 
PS EN Tg Me 
RO Bookeleh tes dune Bldg.,N.Y. Ms ONeago. 


WEST -VIRGRWEA: 
inaweed, Preston Co. Journal, wy. W. 8. 
Whetsell, Av.'for 1902 1,507, /st 9 mos, 031,715. 
Wheeling, News, d’y and a. News Pub, Co. 
Avorage for 1902, q’y 5,026, S’y 8,805 (1011). 


WISCONSIN. 
Madison, Amerika, week! Amerika Pub- 
lishing Co. Average for 1902, ¥, 496 (1026). 


Milwaukee, Badger, monthly. Png r Pub. 
Co. Aver. for fy F endin, (1032); 
since October, 00. Hate, S300. a oy 


Wetwantec. Evening Wis Wisconsin, dail 9 
Wisconsin Co. Av. + for 1902, 20,748 (@6) (1 le 
Py =e Journal, daily. Journal Co. 

v. end. Feb., 1903, 29,425 (1029). Oot, 84,904, 04, 


Oshkosh, Northwestern, dai Av. for 1902, 
5,902 (1036), First 4mos 1903, 6,270. 


ayaa? dai'ty. Journal Printing Co. 


ye ths to } to July 4, 1, 1908, 8,706, 
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St aaNet 


Waupaca, Post, weekly. Post Publishing Co. 

Average Stor 1902, 2,588 (1044). 
BRITISH COLUMBIA. 

Vancouver, Province, daily. Nichol, 
publisher, Average for igeg, vost {aosiy. 

Victoria, Colonist, i A Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 

MANITOBA, CAN. 

Winnipeg, Der Nordwesten, German week! 
Average for 1902, ade sat 9'mos., 1903, 9,100, 

Winnipeg, aily and week! Av- 
erage for 1902, dally iy ths 841, weekly, 16. 0.674 
(1054). Daily average September, 1903, 19,50 

NOVA SCOTIA, CAN. 


Halifax, Herald and Evening Mail. Average 
for 1902, 8,57 1 (1060); Aug.-Sept., (9°, 10,546. 











ONTARIO, CAN. 


Toronte, Caadian Implement and Vehicle 
Trade, monthly. Average for 1902, 5,250 (1087). 


Toronto, Star, daily. Av for 1902, 14,- 
161 (1084). Nine months 1903,22,249. 


ee ren 


Montreal, La Presse. 


lisher. petual 70 Bay TOndee. 
Average to Sept. average ma, oa . 


Montreal, Les Debats, wy. Ed. Charlier, — 
AV. 192, 6,577. This paper is now 
der the name of Le Combat Journal independent. 








Tentoost, Star,dy.&wy. Graham &Co. Av. 
for 02, dy, & 073, wy. 121.418 (1088). Sixmos. 
end. May 3/, ee, dy. av. 55,147, wy. 122,157. 


gaF-No Amount of Money 





Ba can buy a place in this 





Me list for a paper 





BF not having the 





GF requisite qualification. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
@ lesued every Wednesday. Ten cents a 
advance. age ge price, five dollars a year, in 
vance. Six dollars a hundred. No back 


printed from plates, ' it is always pos- 
wee ing Sy a new edition of five hundred co 
ies for fa ora r number at ‘the same rate 
ublishers di to subscribe for PRINT- 
RS’ A tor the benefit of advg. ms may,on 
application, obtain special confident.ai terms. 
t#@ if any person who has not paid for it a re- 
ng. PRINTERS’ INK it is because some one has 
subscribed in his name. Brery paper is stopped 
at the expiration of the time paid 
CHARLES 5 a ZINGG, 
Business Manager and Managing Editor. 





OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears,50-62 Ludgate HIilL,E.C. 


NEW YORK, NOV. 18, 1903. 


A PERSON in touch with the 
whole advertising world from day 
to day, as is the editor of Print- 
ERS’ INK, soon learns that it has 
many needs. 

* 


Information is continually being 
sought about all kinds of adver- 
tising novelties, about mailing de- 
vices, mailing lists, cartons and 
boxes, labels, fine printing, cheap 
printing, various processes of il- 
lustration, engraving, posters and 
outdoor publicity, new lines of 
goods for the mail trade—in fact, 
everything pertaining to advertis- 
ing that is not a staple article, pro- 
curable everywhere. Somebody 
makes practically all these things. 
In the business of making adver- 
tising novelties there are perhaps 
several hundred firms throughout 
the country. Hardly anybody ad- 
vertises these goods, however. The 
advertising man in need of such 
oddments must depend largely on 
chance to find them. He seldom 
knows when he has found the best. 
Printers’ INK regularly publishes 
inquiries for such goods. In cases 
where the demand is great infor- 
mation is frequently given in the 
form of a news article. Some few 
firms use the Little Schoolmaster’s 
classified columns, but the number 
is far below the proportion of de- 
mand, and the information given 
is usually confined to a scant busi- 
ness card. 

* * * 

The classified columns of Print- 
ERS’ INK are a medium capable of 
bringing excellent returns to such 











* * 
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manufacturers, provided space is 
used right. Sufficient space should 
be taken, the ad should be changed 
often, the announcement should 
appear regularly. The plain busi- 


i cop- less cara at present in favor natu- 


rally brings some inquiries and 
orders because it is in evidence. 
These results come from advertis- 
ing men who are energetically 
hunting the article exploited, how- 
ever. For every instance where 
demand has thus grdwn into an 
absolute need there are twenty pos- 
sible purchasers who will respond 
to educational advertising in the 
classified columns. 


* * * 


The announcements ranged un- 
der “Wants” are diversified, cov- 
ering subjects as far apart as the 
solicitor or adwriter in search of 
a place and such a commodity as 
Man-a-cea Mineral Water. This 
department is probably read as 
closely as any part of the weekly 
issue. The opportunity to present 
an interesting story is tempting. 
How readable a story may be told 
in twenty-five lines is apparent in 
the Man-a-cea ad above men- 
tioned. Following the “Wants” 
department there are some thirty 
or more small classifications. This 
section of the want columns is 
closely read by those who buy ad- 
vertising space or supplies. No 
advertising man handling an ap- 
propriation can afford to miss 
reading these ads. Very few live 
advertisers do miss them. To know 
of such a firm as. the American 
Stopper Co., makers of tin boxes, 
may mean the saving of many 
thousands of dollars to a man us- 
ing such goods. That is why this 
company, with less than $50 worth 
of classified advertising in PriNtT- 
ERS’ INK, secured actual orders for 
more than $12,000. It will be not- 
ed that the firm’s ad is informing 
and vigorous. Under each head- 
ing in this part of the classified 
ads there are from one to a dozen 
advertisers. They are the few. 
Scattered through the country are 
literally hundreds of others in the 
same lines of business, absolutely 
unknown to the readers of PRINT- 
ERS’ INK, but making articles they 
would be glad to hear about. This 














is particularly true of the head- 
ings “Supplies,” “For Sale” and 
“Advertising Novelties.” 

ns a on 


The section devoted fo “Ad- 
vertising Media” is one persistent- 
ly patronized. It unquestionably 
produces results, but there is room 
for better copy. The most impor- 
tant of all to many readers is “Ad- 
vertisement Constructors.” This 
section is continually under the 
eyes of advertisers and business 
men, particularly those who are be- 
ginning a campaign. Persistent 
use of small ads in this section has 
led to the success of many adver- 
ticing constructors who are well 
known to-day. Reference to old 
volumes of Printers’ INK will 
show the beginnings made by suc- 
cessful men, and it should be noted 
that those who have made their 
mark as specialists took generous 
space, told pointed stories and 
never printed the same ad twice. 
There has always been some clever 
writer in this department lifting 
himself into good business. Com- 
monsense copy has been more suc- 
cessful than the merely bright say- 
ing. Two or three lines of forced 
cleverness neither inform nor di- 
vert the man in search of some- 
body to write a series of newspa- 
per ads or a small booklet. There 
is reason to believe that readers 
choose largely by the ability dis- 
played in the advertising special- 
ist’s Own. copy, on the principle 
that good advertising ought to be- 
gin at home. Under this head 
there should also appear the an- 
nouncements of artists who furnish 
drawings for advertising. The de- 
mand for illustration is growing, 
and many advertisers prefer to 
deal with artists direct, giving ideas 
or taking acceptable ones. There 
is no good reason why the capable 
advertising artist should not estab- 
lish himself securely as the adver- 
tising specialist by means of the 
classified ads. 

* * * 

Two new departments of classi- 
fied advertising—the “Oddity Col- 
” and that for advertising 
agencies—are also susceptible to 
thoughtful copy. The cost of 
space under any of these classifi- 
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cations is nominal—ten cents a 
line, with the exception of the 
“Oddity Column,” where insertions 
cost three cents a word. A dollar 
or two spent weekly gives an op- 
portunity to tell a story at once 
pointed and with the requisite de- 
tails. Most classified ads are weak 
in that they give insufficient infor- 
mation, and, next, that they are sel- 
dom changed. The Little School- 
master gladly makes changes, 
while the inconsiderable cost of 
space is an inducement for every- 
body who has anything to sell ad- 
vertisers, advertising men, publish- 
ers or newspaper men to offer it 
regularly through the classified 
columns of PRINTERS’ INK. 





Tue Lartorma Co., Inc., of New 
York, has removed to Hartford, 
Conn., where its business will be 
conducted in future. All adver- 
tising (newspaper and magazine), 
will be plactd by the company at 
Hartford. 





THE slang phrase, “Make good,” 
applies earnestly to the advertiser. 
He should fulfil to the letter the 
promise of his text matter. Old 
customers are better than new 
ones, and one cannot hold trade 
unless he does “make good” every 
time. 





THE Indianapolis News will 
continue to allow recognized ad- 
vertising agents a discount of two 
per cent on bills paid with fifteen 
days after date, instead of aban- 
doning the practice, as previously 
announced. During October the 
paper carried a daily average of 
seventy-two columns of paid ad- 
vertising, the largest showing in 
its history. 





“Write the ad and then buy 
space to fit it” is a good rule. Still, 
there is much to be said in favor 
of telling a story in a certain 
amount of space in the same part 
of the paper every day. “Where 
words are scarce they are seldom 
spent in vain,” said John of Gaunt. 
The necessity for compression 
which is sure to arise when space 
is limited results in pithy descrip- 
tion and pointed arguments that 
stick to the reader. 
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Tue H. B. Humphrey Adver- 
tising Co. of Boston has opened an 
office in New York City which is 
located in Room g08 Johnston 
Building, on Broadway and 28th 
street. Mr. Chas. H. Fryer has 
been appointed resident manager. 


Two booklets from 
ton’s Drug Store, Delhi, N. Y., 
are written in a terse, clever way, 
and treat of articles of general use 
convincingly. One is devoted to 
various kinds of brushes, combs 
and toilet things, while the other 
lists simple medicines. Mr. Far- 
rington is also a professional ad- 
writer, and makes a plea for good 
copy in a bright little brochure en- 
titled “The Hustlers’ Club.” 


Mr. J. TOMLINSON, manager of 
the Sioux Falls (S. D.) Daily 
Argus-Leader, in submitting an 
excellent editorial article on the 
Roll of Honor, writes: “I wish to 
cordially express my appreciation 
of the efficacy of the Roll of Honor 
and the belief that it has already 
benefited us.” The Daily Argus- 
Leader average circulation for the 
past three months as per detailed 
statement was 9, 313 copies. 


Farring- 


SoME striking page ads have 
been prepared by Calkins & Hold- 
en, New York, for Highland Lin- 
en (Eaton-Hurlbut Paper Co., 
Pittsfield, Mass.), Holley Light 
Touring Car (Holley Motor Co., 
Bradford, Pa.), Kelly-Springfield 
Tire, Columbia Automobile (Elec- 
tric Vehicle Co., Hartford, Conn.), 
and the Toltec Gem Mining Co., 1 
Maiden Lane, New York. These 
designs will appear in the maga- 
zines this winter. 


Six weeks more — the 
special offer — PRINTERS’ 
Inx at three dollars cash 
for a whole year. Sub- 
scribe before the time 
slips by. 


PRINTERS’ INK. 












No business man can escape the 
making of mistakes. They are in- 
separable from business. He is 
wise who uses them to the avoid- 
ance of repetition of them. It is 
only the foolish fellow who wastes 
time in ee over the blun- 
ders he has made. 





DurinG 1904 the Altlantic 
Monthly, following a very pro- 
nceunced trend in current litera- 


ture, will publish several articles 
on modern advertising, beginning 
with a paper by Professor W. D. 
Scott, of Evanston, Ill. Charies 
Mulford Robinson will contribute 
an article on “The Abuses of Pub- 
lic Advertising.” 


A NOVEL advertising scheme has 
been adopted by the Fulton fish 
market, in South Bend, Ind. Re- 
cently it placed seven fish in the 
St. Joseph River, to each of which 
had been fastened a brass tag bear- 
ing the date and the name of the 
market. A reward of $5 will be 
paid for the return of each tag to 
the market. It seems rather 
doubtful if any of the tags will be 
returned for the reward, but the 
effect may be to create a boom in 
South Bend’s fishing industry. 


ONCE upon a time “Opportunity 
failed to knock at a wise man’s 
door. But he advertised for her 
and she came and stayed.—Sat- 
urday Evening Post. 

—_—_—_—_—_—_——_—_— 


THE billion-dollar hay crop 
ranks second in value, coming di- 
rectly after corn. Cotton is third, 
wheat fourth. Hay and _ other 
grasses put one billion of dollars 
into the farmers’ hands in 1902. 
This year the amount will be con- 
siderably exceeded. The largest 
part of this billion-dollar crop was 
raised in New York State, the 
Middle and New England States. 
These States also raise and sup- 
port local weekly newspapers, 
which are more to the country 
people than all the outside publi- 


cations in existence. Of the 1,500 
local weeklies of the Atlantic 
Coast Lists, 750 are located in 


these States and Ohio.—Circular 
of the Atlantic Coast Lists, 134 
Leonard street, New York. 











Economy in advertising is an- 
other name for judicious spend- 
ing. - 

Tue Sentinel, Knoxville, Tenn., 
recently underwent examination 
by a representative of the A. A. 
A., and secured a certificate show- 
ing a net circulation of 8,937 for 
the first eight months of this year. 
The Sentinel is represented in the 
Roll of Honor, and is the only 
daily paper in its city entitled to 
such representation. 





For the coming winter Frog-in- 
Your-Throat is to be promoted by 
means of immense bulletin boards, 
representing gigantic frogs. The 
square outlines of the conventional 
bulletin have wholly disappeared 
in these productions, and they rep- 
resent the furthest advance in 
boards of odd shapes. The frogs, 
painted in a lifelike manner, are 
thirty feet high and forty feet 
wide. The advertising is put out, 
under the direction of the Frog- 
in-Your-Throat Company, New 
York. 


THE growing city of South 
Bend, Ind., years ago was known 
as a patent medicine city, and it 
acquired a very unenviable record 
because the government got after 
the concerns. At that time there 
were nearly 200 large and small 
patent medicine companies in 
South Bend, but this number was 
rapidly reduced when the federal 
authorities discovered that many 
were not doing business according 
to the strict dictates of honesty. 
The result was the elimination of 
most of them. South Bend sur- 
vived the blow and to-day has a 
number of proprietary concerns 
putting out excellent remedies 
which stand up to the guarantees. 
But it is as a manufacturing city 
that South Bend made its world- 
wide reputation. It has 150 or 
more large and small manufactur- 
ing concerns, no less than five of 
which are the largest of their kind 
in the world. All these concerns 
employ many thousand men and 
women. The city has a popula- 





tion of about 50,000, and as its 
people are prosperous they are 
spenders and patrons of advertis- 
efs, 
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THE issue of the Electrical Re- 
view, New York, for November 
14 is an export and domestic num- 
ber, giving particular attention to 
the present status of electrical en- 
gineering. The circulation will, 
the publishers say, embrace the 
best electrical and mechanical in- 
terests of the United States, Can- 
ada and fifty foreign countries. 


Mr. Harvey O. Dopnce, 19 South 
Salford street, Philadelphia, writes 
in submitting an advertisement 
for the Retailers’ Ad-Contest that 
he thinks the Philadelphia Even- 
ing Bulletin does more to encour- 
age advertising among retailers 
than any other paper in his city. 
And that’s probably why “JN 
PHILADELPHIA NEARLY 
EVERYBODY READS THE 
BULLETIN.” 


“IN conversation recently with 
the managers of a pretty widely 
known proprietary preparation I 
ventured some friendly criticism 
of copy that was then being used 
in the daily papers,” said Maurice 
F. Schlesinger, of Bendiner & 
Schlesinger, the advertising phar- 
macists at Third avenue and 
Tenth street, New York. “To my 
surprise I learned that these men 
—the advertising manager, adver- 
tising agent and one of the stock- 
holders—had not taken the trou- 
ble to read their Own advertising. 
This neglect may not be common; 
I hope it is not. It has been my 
practice through my whole busi- 
ness life to read not only a great 
mass of periodical literature per- 
taining to pharmacy and medicine, 
but to keep track of what is going 
on in the newspapers of New 
York and several large cities, of 
the general magazines, and of cer- 
tain European publications that 
come my way. The advertising 
in these publications is as instruc- 
tive as the text, and time employed 
in reading it is not wasted. The 
man who wishes to construct ef- 
fective advertisements must have 
a wide horizon, and he should 
read analytically, endeavoring to 
ascertain what makes advertising 
or reading matter successful with 
the masses, or with a particular 
clientele, and to apply the princi- 
ple to his own business.” 





jo 


Lonpon, England, is now pro- 
vided with a women’s newspaper 
called the Daily Mirror, backed by 
Alfred Harmsworth. It has twen- 
ty pages and is sold at a penny. 





EveryYTHING in Manitoba, from 
immigration to bank clearings, 
shows a yearly increase of fifty 
per cent, according to a mailing 
card from the Winnipeg Tele- 
gram, It is said that Winnipeg 
will eventually be the — city 
west of Chicago. The Telegram 
is a morning daily, representing 
the political party that came into 
power last July by an overwhelm- 
ing majority. It is the only daily 
bevides the Manitoba Free Press 
entitled to entry in the Roll of 
Honor. 





Mr. ARTHUR JENKINS, the found- 
er and publisher of the Syracuse, 
N. Y., Herald, died on November 
8 at West Baden, III. 

On January 15th, 1877, the first 
issue of the Herald was sold on 
the streets of Syracuse, and from 
that time forth the history of Ar- 
thur Jenkins and the history of the 
Herald became one. Newspaper 
men who have known of the 
Herald and its founder are a unit 
in declaring that Mr. Jenkins’s 
newspaper sense amounted to ge- 
nius. Mr. Jenkins himself had of- 
ten attributed his success to hard 
work and it is certain that no man 
ever worked harder for his success 
than the man who founded the 
Herald upon borrowed capital and 
lived to make it a successful, enter- 
prising newspaper. 

The Herald was the first of New 
York State’s independent papers. 
In his inaugural editorial, printed 
in the first issue of the Herald, Mr. 
Jenkins said: 

While ignoring party politics and pur- 
suing an independent course, we shall 
not hesitate, from time to time, to dis- 
cuss public questions and to support 
such men and measures as seem best 
calculated to advance the best interest 
of the people. 

It was upon these lines that Mr. 
Jenkins undertook to build up a 
paper which should be representa- 
tive of the people of the entire 
community, and never in his career 
did he depart from the platform 
thus laid down. 
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THe Publishers’ Guide says that the 
Natural Food Company of Niagara 
Falls, N. Y., has awarded a contract 
for some 300,000 lines of advertising 
to the Banning Agency, of Chicago. 


Tue Star of Hope, the news- 
paper published at Sing Sing Pris- 
on, is well known in newspaper 
offices anil has become fairly fa- 
mous in a general way through 
clippings from its columns. This 
journal was established four years 
ago by its editor, “No. 1,500,” and 
has served as the model for others 
like it. “No. 1,500” recently com- 
pleted his term in the penitentiary, 
and writes of the Star of Hope 
and similar publications in an ar- 
ticle entitled “Prison Journalism,” 
published in the November Book- 
man, These papers serve an ex- 
cellent’ purpose in educating illit- 
erate prisoners, as one of the am- 
bitions of inmates is to write for 
them. In many cases contribu- 
tions come fruin men who have, 
at forty or more years, learned to 
write solely that they might con- 
tribute to the prison’s paper. An- 
other purpose served is in inform- 
ing the general public about pris- 
ons and prison life, and removing 
the distrust that hampers dis- 
charged convicts. Besides the 
Star of Hope, which is published 
every two weeks, there are in the 
United States the following prison 
newspapers: The Mentor, pub- 
lished at Charlestown (Mass.) 
Prison, is written by hand and 
mimeographed; the Monthly Rec- 
ord, a four-page paper published at 
the Connecticut State Prison, 
Wethersfield, Conn.; the Prison 
Mirror, founded in 1878, issued 
from the Minnesota State Peni- 
tentiary at Stillwater. Minn.: the 
Anamosa (Iowa) Prison Press, 
published weekly; Ohio Peniten- 
tiary News, Columbus, Ohio; the 
John L. Whitman Moral Improve- 
ment Journal, published in the 
Chicago jail. Other papers are 
nublished in penitentiaries, but ed- 
ited by the chaplains and directed 
to the moral salvation of prisoners. 
“Some of them are as unattrac- 
tive as the sermons addressed to 
the prisoners.” says “No. 1,500,” 
“and are chiefly valuahle to the 
prisoner as waste paper.” 














An advertisement should always 
be bright and cheerful, but never 
flippant. 

On Hallowe'en the staff of 
the Newark Daily Advertiser held 
a banquet in Stetter’s restaurant, 
in Broad street, Newark, at which 
Edward W. Gray, general man- 
ager, and Edward W. Drew, man- 
aging editor, were the guests of 
honor. The banquet was given by 
the staff men in appreciation of 
the many conveniences which have 
been given them by the remodeling 
of the city and editorial rooms. 
Charles J. Allen, political writer 
of the Advertiser, was the toast- 
master. Responses were made by 
Mr. Gray, Mr. Drew, W. J. Vance, 
M. W. Higgins, W. H. Wall, P. J. 
Sutton, Albert Groat and C. L. 
Wrenn. Remarks were made by 
other members of the staff, includ- 
ing E. W. Moss, L. E. Travis, J. 
A. Dodge, D. D. Cook, W. H. See- 
lev, A. M. Holden, R. W. Bloe- 
mecke, A. S. Brunswick, W. A. 
Gray and Samuel Stockvis. The 
Newark Daily Advertiser is one of 
the oldest newspapers in the coun- 
try. The paper has had many no- 
table men occupy the position of 
managing editor, including such 
famous men as the late Noah 
Brooks. Edward W. Gray, the 
present general manager, has been 
connected with the paper for sev- 
eral years. He has served suc- 
cessively as dramatic editor, city 
editor, telegraph editor and edi- 
torial writer. He was advertising 
manager for a while, and, about a 
year ago, he became general man- 
ager. His efforts have brought 
good results and the paper is more 
prosperous than ever. Edward W. 
Drew, the managing editor, has 
been connected with the Advertis- 
er less than three months, but dur- 
ing his brief regime the sheet has 
greatly improved, both in dress 
and in tone. Mr. Drew is a practi- 
cal newspaper man, having spent 
the best part of his life in the pro- 
fession. Prior to the time he came 
to the Advertiser, he served his 
time on such papers as the New 
York World, New York News, 
New York Commercial and the 
New York Sun. He was night 
managing editor on the Commer- 
cial for about two years. 
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EntuHusiasm is the spirit of suc- 
cess. 


CARELESSNESS courts calamity in 
advertising. 








THE six Saturday issues of the 
New York Evening Post preced- 
ing Christmas will, as usual, be 
lasgely devoted to publishers’ ad- 
vertising, a complete index of all 
announcements printed in each is- 
sue being published on the first 
page. 


One of the best pieces of politi- 
cal advertising that appeared dur- 
ing the Mayoralty campaign in 
New York was a booklet issued 
by Elias Goodman, candidate for 
Alderman in the Thirty-third dis- 
trict. Its twelve pages contained 
a succinct list of things that Mr. 
Goodman has done during his offi- 
cial career, with some accom- 
plished before he entered politics. 
There were also personal opinions 
of prominent men in his district, a 
map of the district and other in-+ 
formation for voters. It is pleas- 
ing to commend this booklet, and 
also to add that the candidate was 
elected by a comfortable majority 
in an election that went wholly 
against his party. 


—__ +o —--—_ 
THE_ LITTLE SCHOOLMASTER’S 





CARTOONS OF SPECIALS. 
VII. 

















N. M. SHEFFIELD 
(without the umbrella). 








32 
THE FIRST ADVERTISING 
AGENT. 


Over half a century ago Volney 
B. Palmer ran an advertising feat- 
ure in the Tribune, when that pa- 
per was the leading newspaper of 
the United States. It was headed 
“V. B. Palmer’s Column,” and 
was as eagerly read as many of 
Horace Greeley’s ringing editor- 
ials. 

Palmer was recognized as_ the 
chief champion of systematic adver- 
tising. He was a thorough business 
man, a keen calculator, perfectly 
honest and admirably enthusiastic. 
He struck upon a theory which he 
deemed would work a revolution 
in trade, and at the same time 
furnish him a reward for his la- 
bors. With unceasing assiduity 
and the most untiring energy he 
prosecuted his plan through good 
and evil report. 

He gradually brought into sub- 
jection the great principle he first 
designed to controi—wielding the 
mighty engi1e of publicity for the 
benefit of any and all who had 
sufficient light to require its assist- 
ance. 

Palmer established Palmer’s 
American Newspaper Agency, and 
opened offices in the Tribune 
Building. He controlled not only 
most of the advertising in New 
York, but throughout nearly the 
entire country, and stood so high 
in the confidence of public and 
press that his word was law.— 
Newspaperdom, Nov. 5, 1903. 
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A PHILADELPHIA LIBEL. 


They tell a story in Philadelphia 
now of a man there who died and 
went to heaven, where, missing the 
eternal round of lively happenings 
he was used to at home, he became 
dull and discontented, all the more 
so because he found no familiar 
faces about him. One day, seck- 
ing variety, he asked permission 
to go outside, and it was granted 
with the injunction to take a re- 
turn ticket to prevent accidents; 
and this he did. Wandering in the 
beyond he came nea: hell and, at- 
tracted by the apparent liveliness 
of the institution, went in, and 
found there every sort of Phila- 
delphian, among whom were nu- 
merous old-time acquaintances ap- 
parently enjoying themselves about 
as when in the flesh on earth. In 
a cosy corner two were playing 
poker, and ot: friend feeling in- 
clined to take a hand, was asked 
before sitting in if he thad any 
money; and admitting his destitute 
condition, was informed that with- 
out cash he could not do business. 
So he wandered on, but before 
long returned, exhibiting money 
and quite a good deal of it. His 
friends asked where and how he 
had obtained the opportune supply 
and he explained that he had sold 
his return ticket—to John Wana- 
maker. 








THERE is no health in the busi- 
mess that can’t be benefited by 
good advertising. 











There are several publications devoted solely to modern 
methods. And among these the subject of advertising is 
handled by no journal with greater success than by PRINT- 
ERs’ INK, a publication seldom seen in fruit and produce 
houses—though no fruit or produce merchant can afford 
not to have it at hand. Its suggestions are pithy and to 
the point, and, what is most important, ‘‘ The Little School- 
master,” as this publication is called, has had a lasting and 
valuable influence on American advertising ; hence it is an 
authority. To get a copy of this weekly magazine means a 
new vision opened up for the fruit or produce man who 
wants to advertise but has not confidence. His ads will 
soon show the effect.—Editorial in Kansas City, Cincinnati, 
Chicago and New York Packer, Nov. 7, 1903. 

















WHAT BECAME OF a AD- 
SCHOOL GRADUAT 
Cotumaia, S. C., Nov. “ 1903. 
Editor of Printers’ Ink: 

As a reader of Printers’ Ink I was 
impressed with the article on Miss Greer, 
in the issue for November 4. It reminds 
me that I have a similar story to nar- 
rate 

Restos decided, on November 1, 
1902, that I was “earning less than $25 
a week” and as I wanted to follow in 
the steps of those — young men 
whose portraits appeared in the ads of 
the —— Advertising School, I 
sent in my fees, and started in with more 
than dead earnest to learn the ins and 
outs of adwriting, or “bust.” I not onl 
studied the lessons as they came, sen 
ing in the work, etc., but I sent for all 
kinds of literature on the subject. Type 
charts, type- -books, engraving samples, 
prices, and so on, were procured. I 
sent, every month or so, for that month’s 
issue of the several ad journals: Print- 
ers’ INK, Ketailer and Advertiser, 
Mahin’s Magazine, Ad Sense, and so 
forth—fifteen in all. Graduating in Sep- 
tember, I received a certificate .of 96 
per cent proficiency. I was advised by 
the instructors that I would do well to 
purchase an encyclopedia, to use in ad- 
writing, which I did, at some expense. 
As to their securing me a position, they 
would do it, and I “might try Hapgoods’ 
Bureau.” Th is I did, but I found that 
the places in Ha goods were for ex- 

rienced men. he result is that I 
on spent a long year of hard study on 
the subject, subscribed to various ad 
journals, purchased literature, etc., and 

am minus some $75 or $80 and plus 
more sense. I am earning “less than 
$25 a week”—at my old vocation, 4° 
of a stenographer. And I am goin 





swing on to it, for a while yet. ith 
regards for Printers’ INK and best 
wishes for its success, Very truly, 
H. Forp. 
eR a. 
THEY CONCEDED TO MR. POST. 
Postum CeEreat Co., Ltp., 
BatTLe Creek, Mich., Nov. 9, 1903. 


Editor of Printers’ INK: 
P notice an editorial comment in one 
Spe late issues, stating that I had 
contract for advertising with the 
Harper's people without their giving me 
statement of circulation. 

In justice to the Harper management 
and our own as well, wish to state 
that this contract was placed after a 
straightforward, fair statement of circu- 
lation. 

I do not hesitate to admit that the 
Harper's people have reached a position 
where it is manifestly to their credit to 
make a statement of circulation? and 
sincerely congratulate them upon the 
result of the active promotion of the 
past two years and the intrinsic merit 
of their publications. ay + 

Post. 


_— 
often discovers to its victims ability 
brains which were hidden, and dor- 
cant until necessity uneovered and 
aroused them.—Jed Scarboro. 


——_—_ +e 

Some men never know what th 
got until they’ve lost everything. 
a 
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Advertising Agencies. 


There are hundreds o; By y | agencies in 


this count Au some 
o services fo their their clients. And 
other 


to 
of the Little 


er. 

’ Ink is desirous to start a classified 

listé: Ang ane recognized agencies as 
of having a card in the repre- 

tentative cadvertisingjourn in the United States. 

Such advertisements cost ten cents of + ae 

aveect tn peart. Count six words to the line. 


CALIFORNIA. 
Oy eg CO., Los Angeles, Califor- 
Place vel 


anyw! maga 
zines, newspapers, trade papers, outdoor. Effect- 
ive designs. Good al Information about 
Pacific Coast and Orien 

CALIFORNIA—PACIFIC COAST. 
BARNHART AND SWASEY, 107 New —" 

gomery St., San Francisco—Largest agency w 
of Chicago; occupy 10 000 6a. pan vemploy 60 people; 
manage all orany part of advising fu 
paign; can save advertisers ‘mgney by 
diciously for newspapers, bi ene. 
street cars,distributing, etc. Canpl FO 5 
wholesaiers and retailers. Know: Coast condi- 
tions, we can place your advertis’g without waste. 


CHICAGO. 
I ii , consult us before placing your 
advertising and get the benefit of 4s years 
- ripest experience, which is essential to all 
ul advertising. Our Advertisers’ Pocket 
Guide om _ the coking. GUENTHER-BRAD- 
rune oe & CO. (Founded 1885), Schiller Bidg., 


BANNING ADVERTISING COMPANY—Main of- 
fice, Marquette et a 4, office, 
Temple Co New York—acceptad ac- 
counts from those who do not misrepresent their 
articles of manufacture; who do not ask the 
Banning Company to do so; who’make articics 
against which there is no crystallized moral sen- 
timent; who have ample capital to do as they 
agree to de, and who value service according to 
ite earning power. 

NEW YORK. 
LACE’S 2 DyEetae BUREAU 
LACES Y ADVERTISING 
IN BesT PLACES. 
Established 30 years. 203 Broadway, New York. 


Rear GUENTHER. Ne rand Mag- 
azine 4 ~ Special combination 
lists from $5.00 upwards. led on application. 
108 Fulton . New York. 
——__+o+-—_—_. 
PRINTERS’ INK HAS NO UNSOLD 
LOTS. 





PR 
direct 


Cuase & Norton, 
Paper Makers’ Supplies, 
277 Water Street. 
New York, Nov. 10, 1903. 
Editor of Printers’ Ink: 

We are now prepared to pay you 63 
cents per 100 pounds for the unsold 
copies of your magazine in lots of 1,000 
pounds or over, we guaranteeing to ship 
direct to our paper mill, where they will 
be destroyed. Yours truly, 

Cuase & Norton. 





Classified Advertisements. 


Adwertiooments under this head two lines or more 
out W, 10 centsaline. Must be 
in one week in advance. 
WANTS. 


32% epee cue, finest condition. tg .00. 
COBB C SONCERN, Grand Rapids, Mi 

ONTEST eters, “small or large quantities. 
Must be reasonably fresh. Buy or rent. 

“F. E. H.,”’ Printers’ Ink 
tio than 225,000 copies of the morning edi- 
lVi tion of the World are sold in Greater New 
rk every day, Beats any two other papers. 
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E XPERIENCKED printer, Epula Mee to manage 
4 printing and ad ape St went of 
pe BM, “RES 1 A 


DWRITER, well prepared th 
A work, nweoke suitable onan 
writer, Good references, Bit 


rinters’ | 
| aes NGINBERING journal eatres i high ered orate a ad 
vert aT | man for the 
“ENTERVKIBING,” care of "Printers Ink, a Y 


in 
K.convine ing 


ANTED—Business ‘opening by mature man 
with broad business mar ment and 
L. B. BAKER, Racine, 


mailorder experience, 
Wis, 


ANTED-. Position as aa verticing manager of 

a live daily, the Kast preferred, Acquainted 

pt all the pqoneten: 12 1s years experience, Ad- 
dress “H,,” Printers’ Ink 


DDyeerHAING BOLICITORS wanted, Active. 


ight, business gerters, Good commiasion. 
Old ritebts stroll, perer Address RETAIL 
DKUGGINT, Detro' 


PPERM OT D's NEWSPAPER! MEN'S UV XCHANGE, 
established 1808, represents com nt work- 
ers in all departm ents send for klet, 368 
Main t,, Springfield, Maas, 


{PECIAL work for first-class adverti 


aolt- 

W eltors for neues number, beral terms 

7 BR manent p or right man, FRUIT AND 
PRUDUCE NE "7 io Jay »» New York, 


ANTED ADWRITER-A trade pager wants 

adwriter whocan prepare effective ads; need 
nob give all his time, Address fox 308, Hotel 
Vendome, 62d and Monroe Ave,, Chicago, | Hi 


ASISTANT manager advertising department 

daily, %,000 circulation, prefers Five youre 
saanager of business or newapaper. Five years 

experience, Addrens ** ‘NEWS! "APER, "oareot P.1 





SUFFERERS trom} headache, neuralgia, insom- 
nia, try “A cure. Perfectly harmless ; 
no dangerous druga ; ‘does business quic' ; guar. 
an ple, 00, AUSTIN & CO., Chemists, 


Himeoe, Ontario, 


ARTOONS--Publishers having in mind ideas 
had ey gartooning ities or events of local in 
ete,, clever drawi at lowest 
— Fall’ yarticuiars, address "OA. TOONS," 10 
jpruce St,, New York, 


Bowes man, with capital and abilit rte 
push sensational gs {patented 903); 
sold this sea- 

righ ‘widale Address “MANU- 

PACTURER. iY box 4 Ls Middletown, Conn, 


DWAITER of ability, who ts Savously om 

perienced in ¢ , Open to pro) jon 

Satiafactory references. ™ drone — 
ook Rox 817, 


Tecumseh, Mich, 


W ANTED, by a reliable soap manufacturin 
company, an energetic and experienced ad- 
Yoreieing saan to pane onnre gueree < of _ 
department—one who can invest a 

to be used at hia direction. Address eae a 
care of Printers’ In x. 


7 ANTED- Ryan ‘advertixing canvasseer of five 
years’ experience in general field east of 
Pittaburg, the sspresente ion of out-of-town 
pre per in conjunction with present pul.tication to 
out entire time. “ADVERTISER,” 1134 Park 
Row Building, New York City. 


AUTED—Fodten aa adv. manager of amall 


¥. manager on metro- 
jon Nay” by by $e. man now with adv. 


ony paper thal d me ot lato ite circulation 
r joee no nm oa jon 
any baer E.,” care Printers’ Ink. 


SP Seaires Ladvertining 1 man, now employed, 
work to a per- 
of advertising on 


eh knowledge of 
newspaper w PT ened a strong refer. 


Address pare care Printers’ Ink. 
ANTED—Smart adve: canvasser in 


rtising 
every city and town, for novel, ui 
| = a  Aalvertiaung medium, 
im. jon 


Gitons have ve re vory Dewt conn wt elenetion Apply, 


SAW PDELE. 10 Day St Te Toronto, Canada. 





PRINTERS’ INK. 


DROOPREADER, yy open in lines, 
wants position, Add as ad Printers’ Ink, 


W 44s | experienced young man in 
business —one who thoroughly 


port 

to one who can demonstrate ee his ability, "= 
KE) R, Pres. Green Mountain Distillery, 

16i2 ‘Main St., pe Clty, Mo. 


M - Sanaa ene aera. 

oroug! experienced newspaper man, 
well versed in 4 ‘farm produce markete. Must be 
versatile and have pee for wn work 
rapidly with care anc referred 
2 Positi rmanent on n+ ng paper; 
salary attractive, ~~ particulars and present 
on Ail replies treated confidentially, 
Address “LD. G, R.,” care Printers’ Ink. 


ANVASSERS WANTED Wo sell the American 
/ Newspaper Directory. Subscription prise: 
ten dollars, All ADVERTISERS need it. It te 
circulation of all American newspapers 6 and 
riodicals with reliable accuracy. It is needed 
n the editorial room of every important paper. 
It is an up-to-date ptteer of all American 
cowns of a riance to support a 
jwepaper coos ae 0, P. ROWELL & CO., 
Publ ere, vs 0 Spruce St., 8t., New York. 
Y YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the classified col- 


umne of Printers’ INK, the business journal for 
paver seers, pelsished weekly at 10 Spruce 8t., 
New York, Such advertisements will be inse: 


at 10 cents per line, six words to the line, lRINT- 

ena’ INK is the bes! omee | for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the 


lication 11 nited States. 

I INOTYPES, to be profitable, must produce 
ai At a 

men in both - A 


om i We instruct 

jam and operating; until 

competent, $60; incompetent men ruin machines; 
" pares - got good men; we graduate such only; 
lalty of caeereren men for new 

a ‘Publ ishers who are about to install lino- 
yper would do well to send us their men vor > 





atruction, te us for particulars and rec 
mendations, LINOTYPE SC! SCHOOL, World Bu Build. 
ing, New York, 


DVERTISEMENT WRITERS, especially be- 
inners, will have an exceptional geeks 
» demonstrate their ability an 
money by writing to us, We will tell you how 
to start a business of your own at home which 
will do more to establish your reputation as an 
adwriter t years of ‘ordinary experience. 
Write to-day, 
ELLS & CORBIN. 
Suite B B, 2219 Land Title Bidg., 
Philadelphia. 
XPERIENCED writer wants to Gocote more 
4 of his time to preparing 
cles and circulars, follows u 
letters, Clear, correct English, sound logic, 
tactful argument, Descriptive writing a spe- 
clalty. Work in leading blications. Bene. 
scripts criticised, rev “ie 8 re Good 
record egvising follow-up and soliciting 
letters. Specimen booklet Lee. Write definitely 
about your needs. 8. ROLAND HALL, Associate 
Editor Chat, 100 Nassau St., New York. 
THEN YOUR WIFE'S DIGESTION SEEMS 
BEYOND REPAIR, 
and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. Iti diatel tores the dig to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
ia the simple truth. Manganese in solution does 
it. It is simple, tasteless, harmless, The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake or fraud. How else are you to be 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Druggists 
and grocers sell what is called for. Try it Just 
Once for One Time, Send for booklet. Drug- 
Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone Street, New York. 




















every town for Takanap. 
naph hiha soap, on liberal 


TAKANAP SOAF O co., 
rby, Pa. 


We thernee fauid 


ARE YOU SATISFIED 
office 





jes, advertisi: 
wspaper men, salesinen, etc. Technic: 
Blerical and cmeoutive men of all kinds. High 
grede enctasively. 
margoonsa (IKC.), 
Suite 511, 309 Broad New York. 
idg.. Phila. 


i 
Suite 529, Mo nock Bidg., Chi 
Suite 1326, Williamson a 
Pioneer  Bidg., § so 





ADDRESSES FO FOR SALE. 


N4= =f on six rural route routes, comatenn, out of 
Logan, 50 cents. Bors 511, Logan, O. 





MISURLLANEO US. 


“HY to Sell Medicines.” Free. 
E. HANBOR x 481, Atlanta, Ga. 


DESIGNERS. 


ESIGNS and illustrations in oplecs and black 
and white for all purposes. E KINSLEY 
STUDIO, th Broadway. Ne New Yor! 


MAILING M- MACHINES. 


HE DICK MATCHLESS MAILEK, lightest and 
uickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 





ae 
CARBON ml 
YS bag tg “non-blurrin; 


samples free. WHITFIE: pe CA 
PAPER WORKS, 123 Liberty 8t., New York. 


ON 


~-- 4m 
ENG ROSSERS. 
WrRenqesine and eatasting of memo 
testimonials, certificates, etc. T 
KINSLEY STUDIO, 220 Broadway, | New York. 
ENGRA\ VING. 
BEQAVING, Cine, naeeme. .... 
thogra ng and a ic 0 
KINSLE STUDI 5 5 90 Broadway, New 
EXCHANGE. 
4. limited amount of carbon 


writer ribbons for a 
BON,” P. O. Box 672, N 


wood), 


T 
fork. 








ILL cnchange 
ding Token. an 
. Cx 


BOOKLET LETS, 


Ww waite, design, engra engrave ana print for 
klets. One talk, one order covers all. 
THEKINSLEY STUDIO, ab isendtey, New York 


COLLECTI( LECTI ONS. 


Be DEBTS COLLECTED « on percen 
nly. Fair IF Gorument 
AND-NIGHT A 

ave., Chlenge,’ ee 


granterds» DAY Spat: 


_— os 
STOCK CUTS. 


AVE a sheet showing sixty silhouette stock 

cuts, in three one, two and six inches 

high. Glad to send you one. STANDARD, 61 
Ann 8t., New York. 





LITHOGRAPHY AND TYPOGRAPHY. 


Lat blanks for ee oe es 
., which — be co 
nd stamp for cumple. plete NG, 


writing, . 
William 8t,, New York. 





CARD CASES. 


Prduring the he gard case & io a La Soe ned 


he for 140 Monroe ais 


PRINTERS’ INK. 
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TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
HALF-TONES. 


copper half-tones, |-col.. $ 
in. | Ln ay ~hge 
G CO., Youngsto 
——-({ ¢- 


ERFECT 
10c 
GRAVL 


“ike Ex. 


ee, 
TYPEWRITERS. 


Now EWSPAPERS may secure new $100 style type- 
writers without money; unique adv. propo- 
sition. MUTUAL ADV. AGENCY 317 Broadway. 


—— +o. 
BAD DEBTS COLLECTED. 
QTRSCELY & first-class service. Reasonab! 
ynce our patron alwa: 
aie °AND-NIGHT ADJUSTM 
Chicago Avenue, Chicago. 


le per- 


T° ASBN., 


Sean 


~~ o>—__—_—— 
CALENDARS. 
OST artistic line of adve seems 


4 ever offered. Write for price 
BASSETT & SUT 


45 Beekman St., New York City. 
So ee 
COIN CARI N CARDS, 


$2 KK ‘ach Si RCo li 


~ Less for more; any print 
THE GOIN WRAPPER CO., Detroit, Mi 





ADVERTISING TRANSPORTATION. 


yy publications sell scalpers, advertis- 
aire ortation. This meas a bane black- 
listed ultimately. Our plan turns this into mone 
Denorabiy. AL ADVERTISING AGENC 
i7 Broadway, New York. 
————_+or 





ADDRESSING MACHINES. 
AP te Wallac ae ee type used in 


Wallace stencil ad ng machine. A 
‘ card ind ublisherst x of = =e —~ A, A 7 
jargest pu ers throughout the coun 
for circulars. LLACE & ., 29 Murray a 


New York. 
—_— ++ 
ILLUSTRATORS AND ILLUSTRATIONS. 


NITIAL CUTS a store ads, ines and 
newspapers ow cach? H. W. MacLEL- 
LAN, 307 W. 10th 8t., 
LLUSTRATING, GeaRRING, ete ’ i? sore 
ey and crests. THE 
STUDIO, Broadway, New York 
oe 








DECORATED — BOXES. 





Ts Pp ofa ofttimes sells it. 
You cannot imagine 1 beautifully ‘in 
boxes can be decora pte he they are, 
until you get our samples and ons, 

year w [= any ot ~4 things, over 
ten million Cascaret boxes and five fon vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “* Do It Now. ” = is free; so are 


— wabtietica’ roprin Con COMPANY, 


soeekz=. w York. 
The largest maker of Tin Sens eee the 


oe 
HOUSE-TO-HOUSE DISTRIBUTING. 


E make an honest, intelligent house-to-house 
distribution of’ advert: matter of all 
descriptions throughout theentire United States. 
We employ only reliable. experienced. | 


\y 
make good where contract is violated. 
—! ead experience in handling national con- 


We are placi ploces month \y for 
her oe we to nd | ES and =p 
out at a distributin sare WILL 

A. M 
pisri eutine AG NOY, 442 St. Clair St. Glove. 


ing wi waiiens 4 
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ADVERTISING AGENTS. 


EARL L. GARNES, “THE MAN WITH A 
woman’s name, » manager r Garnes Southern 
Special Advertising Agency, Charlotte, N.C, 


OR system covers a and a a 1 
e do a gen advertisi ng, be bee 
ness. THE OGLESBY A DVERTISING AGENCY 
Austin, Texas. 


ee see 
PUBLISHING te ea OPPORTUNI- 


‘ou want to invest 
ork City monthly which you can make a 

fine property? The publication is well 

und fills a real want. EMERSON P. HARRIS, 253 

Jroadway, New York. 


G ‘N REAT ay to make half-million dol- 

lar ~ ff. = = an investment of 
$130,000. @ great aud rapid) ~ 
growing field, aS - gg with ae plant— 

lass and new—is doing annual business of 

nearly — .. There are personal reasons why 
I ae retire from perhaps the most promising 
field (trade journalism there is to-day ag 
“CONFID NTIAL,” care Emerson P. Harris, 253 
ane! mag ee 


ny in a local New 





SUPPLIES. 


D. WILSON PRINTING INK Co., Limited, 
e of 17 Spruce St., New York, sell more mag- 
ae cut inks than any other ink bouse in the 








Special prices to cash buyers. 
¥ TYPE MACHINERY iS SUPPLIES 
Now Ruw 


25x30 Cottrell 2-Rev., air cusnions, tapeless de- 
livery, table distributio 
1 Campbell rev. "table distribution, front 
fly delivery. 
29x42 Cottrell Drum Cylinder, air cushions, 
table distribution. tapeless delive: 
ne, with tank, 


And many others. Let us « now your want. 
CONNER, FENDLER & CO.. 
Warehouse, 56 Beekman St.; Shop, 33-43 Gold St., 
Manhattan. 


PRINTERS. 
OOKLETS by the million. Write for booklet. 
STEWART PRESS, aceee. 


NATALOGUES printed large quantities. 
Write STEWART PRESS, Chicag: M 


PPNTERS Write R. CARLETO a Omaha, 
Neb.. for copyright a cut catalogue. 
E will take on linot; ition, if non- 
rush, at a low pr + . F. PERSONS, 
Delevan, N. Y. 


Pres are not satisfied where a =, try us. 


rinting: omptiy and satisfactori UNION 
3 ntin promp y and satis ) y. 
ENVELOPES —64-XXX, $1.35 1,000. avail 


CO.. 15 Vandewater St., New Y. 
with your name, business and address. Fine 





notohunde, ea yn or billheads, same price. 
Orders fill 2% hours. WILLCOX, inter, 
Hamburg, N. -y 


ipl eagiltiahncinainilaaatn 
ADVERTISING NOVELTIES. 


Pinctuding ad Pocket Wallets, 4x7, 1.000 for 
goinctuding ad. Wear like leather.” FI aR 
IN, 5th above Ch Phi 


C. COAT HANGERS—NEW STYLES. 
Specially es for permanent advertis- 


ing pw Price: 
BEI LMAR MFO. CO” Co., Tioen, Pa, 


th for sample and price. om Rnd Bill 

Price low. Reaches bu and 

ait. 3 THE WHITEHFAD. y HOAG™ Co., 
Newark, N. J. Branches in all large cities. 


A BRIGHT steel nail file, $30 per thousand. 
Turned toothpicks i ‘ i per thou- 
sand. Samples of each leather c»ses, 10c. 
Agents wanted. J.C. KENYON Owego, N, Y. 


C*: -LULOID blot‘ ers cost more than ordinary 
ones do, but they bring results where the 











hers fail. rite for samples and prices. THE 
BALTIMORE BADGE & NOVELTY CO., 253 
Broadway, N. Y. 





PRINTERS’ INK. 





CIGARS FOR SALE. 








TE will sell you a better ci; for 5c, straight 
than most dealers will for 10e., Imported 
Havana filler, Conn. binder, genuine Sumatra 
wrapper, Perfecto sha shape, 3 inches long, Union 
mace, mild and pleasant. For 60c. we will maila 
box of 12 of these cigars, prepaid to any address 
in the U. 8., and, if they aon not make good, return 
them and receive your money. 
HARTFORD CIGAR CO., 
1115 Main St.. Hartford, Conn. 


> 





PREMIUMS, 


RINER Scale make useful premiums. Com- 
plete line. Send for catalogue. TRINER 
SCALE & MFG. CO., 130 8. Clinton St., Chicago. 


OUNTAIN PENS are always in demand for 
ey jy pens are <a nye perfect 


—it+-k. gold Be 
Write “TRANSOM,” 3122 Groveland Ave. »Chicago. 


by pn gg 8S NEW PREMIUM CATALOG, 
contains musical instruments 

of all * descriptions, including a special cheap 
pee po bon machi — re — of our mandolins 


ie year by one firm for 
premiums Write ta 


. PREMIUM CLERK, 
yon & Healy, 199 Wabash. \ Ave., Chicago. 


EL a ed goods are trade builders. Thou- 
ive premiums suitable for 
publishers =i others from the foremost makers 
and oo os in heat J and kindred 
lines, 500-page li * petce llustrated Me ng mn 
pabitehes annually, issue now ready; fre 
. F. MYERS CO.. 46w, ih a er ammmenaans Y. 














BUSINESS. OPPORTUNITIES. 


Ov’ PLAN for starting beginners in profitable 
Mail-Order business is remarkably success- 

ful. Some we sta: three montbs ago now re- 

ceive 100 letters Gaily, and are making big 

money. You can well; complete plan for 

os. CENTRAL SUPPLY COMPANY, Kansas 
ity, Mo. 


T= MAIL-ORDER WAY THE ONLY WAY 
TO MAKE MONEY. 

It is an inviting, legitimate and congenial busi- 
ness. Subscribe to the Mail-Order Journal. In 
six years it has put hundreds next to making 
money. Three months’ trial, fifteen cents. LOUIS 
GUENTHER, Room 0, Schiller Bldg., Chicago. 


GET NEXT TO 
BETTER INCOMES. 

Many ways to do this—none, though, as invit- 
ing, legitimate or congenial as the mail-order 
bi yt Subscribe to the MAIL ORDER JOURNAL. 
In six years it has put npnoreds next to better 
incomes; 33 ymonths? trial. 1 

LOUIS GUEN <THER, 
Room O. Schiller a 





FOR SALE 


| Pe 24 Be for sale. First-class condition. 
Add “B. M. M.,” care of Printers’ Ink. 


ARGAIN—Pour and eight-page Scott perfect- 
ing 88, with full modern stereo outfit. 
Adaress TRIBUNE, Oakland, Cal. 


OR SALE—Daily newspaper plant in Demo- 
cratic cit ally newapag county seat of 15,000 people. 
Inquire Lock Box 345, Kenosha, Wis. 


CASH buys well-equip newspaper 
$900 plant; circulation. 800, TSinct innati or 
inder; big bargain. Lock Box 1 , Kempton, Ind. 


ge ta 


sing cylinder Bh my i oe 

segses, paper cu e cit ind- 

ly send for st. RICHARD PRESTON, 
1671 Oliver St., 


4 xX 60 POTTER ‘ER TWO-REV;; will print 4 
ofa7orscol. A first class 
per aoe. RICH- 











ress for 
ARD PRE STON, WN, ert, Oliver St. Bo 


Hr. DOUBLE OLINERR., wth or without 
oa attached; — 


4 pages of a 7- 

&-page; > On ff, hour. Will 

pak in part yment. RICHARD PRESTON, 
167L Oliver St., n. 


yes SALE—High-grade me le magazine (music, s0- 
ciety and the stage), w FX pak 4 


| tensons for selling,” in’ n other 
busi too great to e care of it. Address 
“MAGAZINE, care Printers’ Ink. 




















BOOKS. 
66 iw ond Where to fell > ts.” Just 
Ho Sublisned: Full 0 

tions for 7 fiction writer L$ Peeneral contrib- 
utor. —_ anne soeeeid of 1,000 eee 

MSS. n' ers, for 
be a. bound in leatherette, 6 NITED 
PRESS SYNDICATE, Indianapolis, 

+ MEDIA. 


ADVERTISING 
» C.an inch puts 7 ad in ANYBODY’s MaGa- 
) zine, Peekskill, N. Y. 
CENTS per line for advertising in THE 
10 CfUNiok, Bethlehem, Pa. 
25 » CENTS for 30 words5 days. ENTERPRISE, 
Brockton, Mass. Circulation, July, 9,060. 
DVERTISER’S GUIDE, New Market, N. J. A. 
postal card request will bring sample copy. 
64 to us about “ 8 Business Bringers.” 
Wt E RELIGIOUS PRESS ASS8’N, Phila., Pa. 
NY person advertising in PRINTERS’ INK to 
A’ the amount of $10 or more is entitled to re- 
ceive the paper for one year 
OULTRY NEWS, 25. year; ad rate, 70 cents an 
inch disp Circulation, 5,000 monthly. 
WILLIAMS & M oTL AR, New Brunswick, N. J. 
Ns PROGRESSIVE MONTHLY, Indianapolis, 
d. Best medium for those wanting to 


2: 





reach agents or the mail trade. Rate, 10c. py 
on request. 
BADGER, 300 Montgomery Bldg., Mil- 


mlHE 

T waukee, W1s.,a family monthly circulation 
general, 60, 000 copies, rate 30 cents a line. Forms 
Close the 23d. Ask your agency about it. 


OWN TALK, Ashland Oregon has & - 

teed cireulation of 3500 copies each issue. 

Roth other Ashland papers are rated at less than 
1,000 by the American Newspaper Directory. 

UARANTEED circulation, 11,000 monthly. 

2 Bate. 5 conte a line (seven words); 70 cents 
cash with order. Sample free. THE 
WELCOME VISITOR, $92 8. Troy St., Chicago, Il. 


NLY 50c. 








r line for each insertion in entire 

list of 100 country papers. located mostly in 

New York, New Jersey and Pennsylvania. 

UNION PRINTING CO., 15 Vandewater St., N. Y. 

$1 0 WILL pay for a five-line advertiooment 

four weeks in 190 Illinois or Wiscon 

weekly newspapers, CHICAGO NEWSPAPER 

UNION, 10Sprnee St., New York. Catalogue on 
application. 100,000 circulation weekly. 


F you want to reach ch the cotton and cotton oil 

trade of America. use the GINNER AND MILLER. 
Memphis, Tenn. This is a high-class trade pant 
heavy buyers of all kinds machinery end pe 
chinery supplies. If you want to keep 
cotton and cotton oil. subscribe for it. Three 
doliars per year. Write for sample copy and ad 
rates. 





100. 000 & GUARANTEED circulation, 25 
mts a line. That’s what the 
PATHFINDER comers the advertiser every month, 
Patronized by all leading mail-order firms. If 
pan are advertising and do not know of the 
ATHFINDER, you are missing something rood. 
Ask for sample and rates, THE PATHFINDER, 
Washington, D. C 


ADVERTISERS — Megensene 
mont’s growing towns. 
vanced 50 edd id in five years. Best black slate 
quarries, granite and lumber manufacturi 
NoRTHFIFLD NEWS covers a La sect 
cannot be snecessfully reached by advertisers 
in other mediums. os edition in ‘ix years ears less 
than 2,000 conies. < for further information. 
NEWS, Northfield, V 


is one of Ver- 
estate has add- 


ing. 
on which 








EE 
ADVERTISEMENT CO. CONSTRUCTORS. 


Ars that bring business. ess. Who writes them? 
J. GREENBERG, 118 Floyd 8t., Brooklyn, 


eieaiel cuts and d_ special writing for ev 
S retail ae Ay low rates for 52. ART 
LEAGUE, New Yi 

RACTICAL, common-sense business-bri 
Pea sectteshsonte written.” ESTRLLE BEY. 
THING, 22 Munn Ave., E. Orange, N. 


PRINTERS’ INK. 
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GOOD ads for a_ groce store $1.00 
100° BAIT PUB. CO., ‘Toronto, Can. ® 


ENJAMIN SHERBOW, K... Euclid Avenue, 
Philadelphia. The mak of the better 
sort of Business Literature exclusively. 
FFECTIVE ADVERTISING will increase your 
a Write me with particulars. 
F. H. LOVEJOY. Box 1, Roslyn, Pa. 
HEX®* FERRIS, his‘ 
918-920 Drexel Building, Philadelp 
Adwriter. Systems devised an 


Quam, win f ads are aaa of busi- 
hat’s the kind I write, and at rea- 
“Di ‘ero IN E. LEDNUM, 2349 N. 


’ sma 





rices. 
hiladelp! 


N° poster. no waaay sketches, no circus pos- 
ters. Nothing but sensible, clear-cut, believ- 
able talks. L. FINK, 16 South Fifth St., Philadel- 


soe. 





— Booklet free—postals “noticed.” 
RADE winning booklets, catalogues, 
cards, prospectuses, form er etc., wri! 
ten, illustrated, printed. Write for free booklet 
“How We Help Advertisers.” ANY DER R, JOHN. 
SON & HINDMAN, 904 Tribune Bldg., Chicago. 
66-7 OW can I make a mail-order business 


pay?” 

‘ answer to this important 

rst_chapter is, “Making It Pay 
‘om the Start.’ Takes up every phase of the 

mail-order business. Full of valuable ere 

tion to “old timer” and beginner. Sent 

re - honestly interested. Address E GENE 

Z, 508 Boyce Building, Chicago. 
G° 


T anything to ont 
The 


A 32 
question. The | 


Is it worth as ur pi 
f so. let me tell the pele about it. 


"ll listen to me. 


That’s what counts. 
J. J. NORDMAN, 
“Ads that aaa’ se 
Pittsburg, Pa. 
N writing ads I say thingsasI think them. I 


don’t claim to say much that’s new, but I t 
to say what I say in my own wey and that is 
what ly passes for originality. The ads i 
write are not original to the point of senseless 
eccentricity, but they have the merit of un- 
strained individ duality, and oven this quality is 
~~ If my way happens to suit yf I my 

re some of your adverti 
ony BOAR )RO, 567a Halsey St., Brooklyn, N.Y. 


AM enough interested in my work ~. put 
enthusiasm into it if [ believe in what I 
writin; shows, and I won’t write about it until I I 


do believe in i 
To — ied, an advertisement must 
have inte ing qualities in it,and this uires 
will 


that it be written with inte otherwise 
lack zeal, force and evidence of sincerity. 
For advertisements, letters, booklets, written 
earnest, write to 
FRANCIS WINDSOR, 
44 La le Avenue, 
Chi 
A DTERTaING ENVELOPES—UNUSUAL., 
Special Advertising Envelope— 
with : pertinent persistency that cannot be over- 
looked While certainly novel and peculiar, 
there is nothing remotely “funny” about it. It 
never pays to be “funny” for indiscriminate dis- 
tribution, as it is so easy to be regarded as 
rd is very, very costly. I 


“silly,” and such hs 
have made a number of these cuselopen for 
precisely such ple as — ay? read this 
Journal. If you aon care to or , write 
re a letter (not a pomel card), and if it suggest 
peseate Sens business ill gladly send oon a lot by 
return 
No. 2. FRANCIS. MAULLRE, 402 Sansom 8t., Phila. 
DF ‘RENT GOODS: REQUIRE DIFFER- 
ent exploitation. Good advertising for 
a breakfast food would not necessarily be 
good for machinery. 
Whether your performance must be light 
comedy or heavy tragedy, I can find it out. 


Send for my booklets, “SELLING MORE 
GOODS” and “YOUR VOICE CANNOT 


REACH EVERY NOOK AND CORNER OF 
TEE LAND.” 
EDMUND BARTLETT. Adv. Specialist, 
American Tract Bldg., New York. 
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Tue man who can see his business as 
others see it is in a fair way to do 
some successful advertising.—Jed ‘Scare 
oro. 








Displayed Advertisements. 





20 cents a line; $40 a page; a5 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


VALUABLE LIST OF AGENTS 

A Well-known and reliable firm will aliow 4 
responsible concen the use of its list of agente— 
comprisi 6 36,000 canvassers—for a reason- 
ane consic eration. Will allow use of addresses 
on 
wit 





to a firm whose business does not conflict 
that of the owners of the list, so it is neces- 
to state your business when writing. satis 
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CANADA. 


ANADIAN ADVERTISING is best done by THE 
DESBALATS ADVERTISING AG’Y, Montreal. 


IN EL PASO, TEXAS. 


In the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts the accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent.— 
PrinTErS’ INK, July 22, 1903. 











faate wypergnees furn Coj 
invi care Printers’ Ink. “Every agent 
on list enrolled during 1902-03, 


National Advertisers 


wishing information about 
members of the Associated 
Blillposters and Distributors 
of the United States and 
Canada, write 


CHAS. BERNARD, Sec., 




















Tribune Bidg., Chicago, fil. 





TO THE 


Manitoba Free Press 


ppbliched morning and evening at Win- 
, the American Newspaper Di 


ory for r 1903 gives a higher circulation 

ing than is accorded to all the other 

daily pe he nly pees in the Can- 
west combin: 











Of the 18 papers published in Arizona 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 

tablishes a claim ‘to 5 ae rating in in 
Rowell’s Newspaper Directory so hich as 
1,500 copies, It ae more than 
A on & of the 13 print so many as 500 copies 
the fi Kar months 


oft vas ¢ je ARIZONA REPUBLICAN has issued 


more than 6,000 copies each and every day 

















The Evening Journal 


JERSEY CITY, N.J. 


GROWTH in 1903 


SIZE FROM 10 to 14 pages. 

ADVERTISING of 24 per cent. 

CIRCULATION from 17,532 to 
18,407. 

THE ESTISMATION of its read- 
ers that it has grown in every 
quality that makes a paper 
valuable, 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and not a 
STREET Circulation, 
































Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 


Your advertisement in these 
publications will bring you your 
re of this trade. Specimen 
copies and adver-ising rates sent 
on request. 
F. A. OWEN PUBLISHING CO., 
DANSVILLE, N. Y. 
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HAVE YOU SEEN THE 


New Eight-Page Color Supplement 


The St.Paul Globe? 


(Tue Procressive, Ur-Tro-Dats NEWSPAPER OF THE NoRTHWEST.) 


“ 
*¢ 
i This new feature is attracting wide attention, and will un- 
%  doubtedly make a material increase in circulation, 
The Average Daily Circulation of THz GLOBE for the first 
nine months of this year was 


31,448 Copies. 


1,222 columns increase in advertising space in ten months, 
from January 1st to November Ist, over the same period of last 
year, shows the value advertisers place on GLOBE advertising 


5 
space, 
Address 
THE GLOBE CO., ST. PAUL, MINN. 
= 
& 


M. F. Kain, Business Manager 








FOREIGN REPRESENTATIVES 
Cuas. H. Eppy W. B. Lerrincwect & Sons 
10 Spruce St., New York City 405 Schiller Bldg., Chicago, Ill. 
Tel. 2971 John Tel. Central 3808 





A SMALL BOOK 
ON A VITAL SUBJECT. 


We have on the press a little book which describes very 
fully and clearly our MAIL DRUMMER SYSTEM. 

Its contents will prove interesting reading to manu- 
facturers and jobbers who are looking for some effective but 
inexpensive method for increasing their volume of business. 

This book is not an edition de luxe. Its contents will 
not amuse the children. It is not heavy enough to holda 
door open on a windy day. 

Consequently, it is hoped that those who ask for it will 
be only those who are deeply and seriously interested in the 
subject it covers—the best method yet devised for arousing 
interest and securing inquiries and increased orders either 
with or without the aid of traveling men. 


THE GEORGE ETHRIDGE Co., 
33 Union Square, New York City. 
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Largest Circulations. 





AN EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 1908 
REVEALS THE FACTS STATED BELOW. 


Notr.—Under this heading Printers’ Inx will 
advertise a three-line pa’ ph relating to the 
appropriate paper, giving it one insertion for 60 
pn lpnengen n —— to accompany the 

i} continue i 





order—or w t once a week for three 
months (thirteen weeks) for $7.80, from which 5 
per cent may be deducted for cash with order. 
INDIANA. 
The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson. 


The Commercial has a higher circulation rat 
ing than is accorded to any other weekly in 
cennes. 


NEW JERSEY. 

The Advertiser’s Guide, Newmarket, is one of 
the o seven advertising publications that has 
credit for 5,000 copies. Sample free. 

NORTH CAROLINA. 

The Charlotte News has the “highest actual 
average circulation rating, in figures, in the 1903 
issue of the American Newspaper Directory of 
any daily in North Carolina.” 

OHIO. 


The Daily Vindicator has a higher circulation 
rating than ie accorded to any other paper in 
Youngstown. 


TEXAS. 
The Tribune has a higher circulation rating 
than is accorded toany other paper in Galveston. 


The Weekly Sentinel has a higher circulation 








few years. Our population at this time 
is about 60,000, including the immediate 
suburbs. Very truly yours, 
Tue KNOXVILLE SENTINEL Co,, 
Cc. B. Johnson. 





——_+ >_< 

“Tue Unfolding of a Tale” is a fold- 

er from the Typographical Journal, In- 

dianapolis, laying stress on the char- 
acter of its readers. 

oe 





Advertisements under this heading are 3 cents a 
word, subject to approval of its editor. Address 
copy and remittances to Editor ODDITY Column. 

—— a 





OHNSTON’S big postal card. A real oddity 
@? anda famous business bringer. Sample 
free. WM. JOHNSTON, 45 Rose St., N. Y. 


I OOK-LOVING STENOGRAPHERS can 
have absolutely free one new novel pe 
month, their own selection. by enrolling 
their names with our oague. © dues or 
Nses. c s+RAPHERS’ LITEKARY 
4. ad Room 616, 12 Liberty 8t., New 
rk. 


WANT to send samples of engraved busi- 

ness stationery—steel die embossing— 

to discriminat: jusiness men who pere- 

ciate the impo ce of using letter! 
that must im 


m crea’ 
Beautiful work. Moderate cost. Special 
N . State 
uantity you , letteri 
and 1 wal send ial ooimate and sketch. 
sespneey bday ttf Stationer, 
Pp aod and steel plate engraving, steel 
je embossi 


Ls ograms, crests, of 
arms for any family. Send stamp for sam- 
ple if ial correspondence pa- 





ik of fine soc! 








rating than is accorded to any other paper in 
Na es. 


MANITOBA, 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded to all the other daily ees 
combined, and the Weekly Free Press has a 
higher circulation than is accorded to any other 
weekly. 

ONTARIO, 


The Daily Free Press has a higher circulation 
pins than is accorded to uny other paper in 
ndon. 


QUEBEC. 
The Feo Bars and Weekly Star has a 
higher circulation rating than is accorded to 
any other paper in Montreal. 


—--—--+088) 
THE “SENTINEL’S” GROWTH. 
KNOXVILLE, Tenn., Nov. 4, 1903. 
Editor of Prtnters’ Ink: 
We are inclosing herewith detailed 
statement of circulation of the Senti- 
nel for the month of October, which 
shows: our daily average to have been 
for this period 10,716. This figure rep- 
resents the high water mark in our cir- 
culation. and the increase is a result of 
persistent and aggressive effort on the 
art, of our, circulation department. 
noxville is growing rapidly and with 
the acquisition of a competitive line of 
vaitroud we believe the city is destined 
to reach’ the 100,000 mark within a very 











The care with which 
the American Newspaper 
Directory is edited, the op- 
portunity for exact knowl- 
edge enjoyed by its publish- 
er, and the comprebensive 
scheme of the work make it 
almost indispensable to the 
general advertiser — 


Artemas Ward. Advertising 
Manager for SAPOLIO. 


























BY GEORGE ETHRIDGE, 
READERS OF PRINTERS: 
CRITICISM OF COMMERCIAL ART 


Our animal friends have never 
received the recognition they de- 
serve as illustrative adjuncts to 
publicity. 

The most interesting thing in 
the world to a child is an animal, 
and we are all children in a state 
of more or less grown-upness. 

The pictures of animals always 
attract the eye, and, if they are 
good pictures, they cannot fail to 





The Watots 


~¥ 
Bey atch ForSp: 





One of the phenomenal features of the taasregi 
Watch is that ina not qniy keeps accurate ey me | 
ordinary cunditiuns, 4 its ie ogeuracy \ is not 

by usage severe enough isorganize any Sther 


wAltho ough des Se oe reqgire 
ments of whe public at lange for 
« of aes ty ction peceerty OF 
ry 
‘and all who ho subject @ watch to eh 
Bold by 50,000 dealers. ay fiseremtoet, 
Ash foran INGERSOLL; ent on the digl, 








No. 1 


make people stop and take notice. 

Animals can be used in two 
ways ; faithfully reproduced or car- 
icatured. 

Some of the advertising of rifles 
and shotguns and some of the 
railroad and resort advertisements 
have employed animals very satis- 
factorily, and there is no reason 
why they should not be used in 
many ways. 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 











33 UNION SQUARE, N.Y. 


FREE OF CHARGES 
MATTER SENT TO MAR ETHRIDGE. 







The bear seems to be the favor- 
ite among such advertisers who 
have experimented with animals, 
probably because he is a human 
sort of chap with a sense of humor. 
He should not be overworked, 
however, for the reason that the 
picture of a bear suggests our old 
friend Pettijohn, and therefore 
bears the odor of a swipe. 

The Ingersoll ad, reproduced 


Will Bear Rough Handling 
he, 








No.2 


here, and marked as No. 1, is an 
example of the animal in the ad, 
and would have been a good ex- 
ample if he had been properly 
handled. No doubt the original 
picture was a thing of beauty and 
full of interest, but it was not at 
all adapted to the purposes of a 
magazine advertisement. 

In No. 2 the bear has an op- 
portunity to show up to better ad- 
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vantage, and an advertisement of 
this kind will print anywhere and 
look well. 

In preparing illustrations for ad- 
vertising or any other purpose, the 
best way is to make pictures that 
cannot fail to look well under the 
most unfavorable circumstances in 
which they are to appear. An il- 
lustration that looks well if it is 
poorly printed on cheap paper can’t 
fail to present a fine appearance 
when well printed on good paper. 
Thus you get a satisfactory result 
all around; whereas if you have a 
picture that will only appear to ad- 
vantage when finely printed, you 
will get a very undesirable result 
in about nine cases out of ten. 

————$ 100 
NOTES, 

Tueree large mailing cards from J. C. 
Mehan & Co., Des Moines, Iowa, com- 
bine real estate offers and humor in 


proportions that seem to be advanta- 
geous to both. 


Tue fall catalogue of the Dunham: 
Fulton Gun Company, Oshkosh, Wits 
1 





contains sixty-eight pages of clear, ful 
description, and is of a form that wil 
induce readers to preserve it. 


Tue Daily Herald, Grand Forks, N. 
D., keeps its circulation figures before 
advertisers in the Roll of Honor, issu- 
ing complete details in folder form for 
those who wish to follow averages day 
by day. 

“More Diamond Facts” is a tasteful, 
effective-looking booklet from George T. 
Brodnax, jeweler, Memphis, Tenn., and 
is issued to explain his plan of selling 
on installments to people who are finan- 
cially responsible. 


“Rugumatism Cured” is a “different” 
booklet on this subject, setting forth in 
a terse and convincing way the Lee 
Electric Insole, Park Row Buiding, 
New York. It bears the imprint of the 
Cheltenham Press. 


Tue American Home Companion, pub- 
lished monthly at Allegheny, Pa., is a 
moderate-priced home journal edited by 
John G. Scorer. It was formerly called 
the American Tourist, the change being 
made to secure a wider scope. 


Tue Booklovers’ Magazine, which is 
less than a year old, claims that its 
circulation has grown at the rate of 
ziSoo copies. monthly, and that the 
Christmas increase will be 25,000. This 
is a noteworthy ratio for a twenty-five 
cent. monthly. 


A neat guide to Boston, with the 
programme. of the thirty-first. convention 
of the Carriage Builders’ National As 
sociation, lately held there, comes from 
the compilers; Alice Turner and 
Inez M. Semple, two Boston women, 
who have an office at 120 Boylston 
@treet, that city, and personally write, 

gn and secure the advertising for 
such booklets. 
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_A smatt booklet from W. W. Cham- 
ott adwriter, Williamsport, Pa., treats 
riefly the details of copy preparation. 


“Some Advertising Crumbs” is a 
booklet of pointers from the Louisville 
Herald, covering such subjects as “Hon- 
est Values and Honest Statements,” 
“Advertising as an Investment,” “The 
Small Advertiser.” “When to Adver- 
tise,” and so forth. It also contains 
facts about the Kentucky metropolis, 
The text was written by J. Joseph 
& Co., adwriters, of that city. 











Hotel Belleclaire 


Broadway and 77th St. 
New York. 





HE HOTEL BELLECLAIRE 
appeals especially to what 
may be called semi-transient 

visitors: people who desire, for a 
week or a fortnight or a month, 
the comforts, conveniences and 
advantages of New York's great 
modern hotels, bat who wish to 
avoid some of the noise, the bustle 
and the expense that are inevi- 
table in an extended visit. For 
such people THE BELLECLAIRE 
bas furnished suites of one, two 
or three rooms and bath, which 
may be occupied at ressonable 
rates for shorter or longer periods. 
It is an apartment house with the 
best features of a hotel. It is a 
hotel with the best features of an 
apartment house. And it is ab- 
solutely uew and absolutely fire- 
proof, 
MILTON ROBLEE, 
Proprietor. 
Broadway. ai Seventy-seventh St, 
wEw vyorx. 











4 GOOD HOTEL AD. 
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PUBLIC SALE 


Valuable Newspaper Property 


Real Estate, Presses, Machinery, Printing 


Material, Furniture and Fixtures 
USED IN PUBLISHING THE 


Philadelphia Times 


The Complete Mechanical Outfit, Purniture and Fixtures of The Phila- 
deiphia Times and the Real Estate thereof will be offered 
for sale at Public Auction 


On the 8th Day of December, 1903, 
At I! a.m., at The Times Building, 808 Sansom Street, Philadelphia, Pa. 


= Rea valuable + ground, taining about 7,350 square feet, begin: at 
ons con ing a 
point 75 feot'6 inches w meg yf of the west side of Eighth Street, and Containing 


ntiage on and extending sou! 
wits ight tretght = 99 foot and 6 inc me 2 aod power and siectrts i euch plant 
The building was specially built for newspaper pu po £7 —) is adm ring plant. 
for manufacturing lt is advantageously } the business centre of 

Philadelphia. It be soid free from all incumbrances. 








The plant ists of a plete first-class it for a ne 
ficient td print a sixteen- daily amageret in lca at sireulation. an Ghee of this ib eauip- 
ment been we within recent ears, 
oe ruple Web Perfecting Presses color atiachment complete x stereoty outa, 
ap ni 


nine Hinotypes, engines, dynamos, office a ing oto-engravil 
plant and” all the neosaary appointments A catalogue of the plant will be fusaishod. 
a una ‘a dn tenn Eaeeee, 


| Conditions of Sale 


both real and personal oom rising the role, aid dill bs 
a 4 same, Farbieats and fixtures), will be first — an a8 Ww -piy- 


Ssinpone oferea. > Eben Maer, iovs ided that a bona fid 

is offered. 

4 Sho: ly. 'The right to withdraw the ren the ronal estate wit thee be s@esed for 
ae ee to withdraw real estate from sale is reserved if no ade- 





rah a ea cers macete Is, er hest on sind highest bidders, eapectivay. 


jogues will be furnish: Fance of the pale to inten: 
Terms of Pa t 
1. fayf ee yor , the sum of $25,000 shall be paid 
to the auctioneer at the time the nd the balance f cen ond & memmoeamden, of 
th tite the or k= and deltv: the vied, jl. 9 however, that if 4 
6 time ‘xecution % pur. 
chaser shall so elect, he may, at the thane of such execution and delivery, 


tional sum of $50,000 and secure A TA by a first lien purchase money 
m said property (“ith the usual conditions and covenpuad, dal pain 


2. HE the real estate be sold separate then the sum of $10,000 shall be — 
tim: ie truck down —r$ -- orandum 


be ay Se Seocions: the balance of parchase pi price shall be be paid ut the 
time of the ex ond aaevery the deed, provi on, howsrer, that if the ino pareneeee 
shall so elect, he may, at A, a—4- f such execution a 

sum of $26,000 and secure the balance by aration purchase money ond an and mortgage 


ete five cent annum. teas 
— plane ry, fixtures, etc.,be sold separately, all bids for 

han $600, shall Bs paid in casi, All bids in excess of said sum li be 
ald ore fourth inca at the time of sale and the balance in partial payments within 
interest at six\per cent per annum. 


For further particulars eddress 


SAMUEL T. FREEMAN & ©0., Auctioneers, 
Twelfth and Walnut Streets, Philadelphia. 
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Vogue 


Issued weekly, on Thursdays, at $3.00 a year, 
invites intending advertisers to inspect its circula- 
tion records. 

Vocue abolished its exchange and complimen- 
tary mailing list on 31st‘December, 1902, It has 
entered upon its mailing lists no names excepi those 
paid for in cash and those that it undertakes to send 
to advertisers—one copy to each advertiser (‘‘ Want 
ads.” not included) and each advertising agent in 
account. Such periodicals as it requires in the con- 
duct of its business it pays for in cash. 

Vooue is not returnable by the news trade. 

The average net paid. circulation exceeded for 
1902 25,000 copies a week. | ‘Net paid” inthis 
connection means those copies actually sold at the 
regular subscription or news trade rates, without 
counting as circulation any unsold copies, or any 
copies sent to advertisers, or any exchanges. This 
circulation for 1902 is an increase of more than 
twenty-five per cent on the circulation of 1901. 
All subscriptions stopped unless renewed prior to 
date of expiration; no lap-over names are on the 
mail list. The circulation is steadily increasing. 

Voscue sells three pages of advertising, limited 
to use in spaces of one-eighth of a page or multiples 
of eighth pages, for Three Hundred Dollars; which 
is at the rate of sixteen cents a line. agate—a very 
low price in view of the above statement as to cir- 
culation and the quality of the circulation. 




















Vogue 


364 Fifth Avenue New York 
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1 
The MERCURY 


EVERY MORNING 

















The condition of affairs in the Santa Clara Valley, California, 
65,000 population. The San Jose Mercury, with a sworn 
circulation of 7,200 daily and 10,000 on Sunday, is the 
paper covering this well-known fleld every morning. It covers 
just the kind of territory that never fails to be profitable to 
the advertiser, as is evidenced by the fact that during the 
month of May it carried an average of 18,440 lines of adver- 
tising per day. 

































EASTERN AGENTS 
LACOSTE & MAXWELL, 140 Nassau St., N. Y. 


HOME OFFICE 
20 West Santa Clara Street, San Jose, Cal. 








et - 
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THE SUPERIORITY OF 


The Seattle Times 


(DAILY AND SUNDAY) 
is shown conclusively by the table below: 








OCTOBER RECORD: 


The following comparative stat of busi . 
given in inches, carried by The Times and The 
*P.-1,’’ during the month of October, 1903, tells 


its own story : 


The Times’ Record 











Display advertising. ...ccecccsvccccocccccccs 35,055 
non oc caccennes 13,200 
SAS GEE casesnctccctcscesecesseess 4.576 
I 5 5 cceuincceuseees 52,831 
The P.-I.’s Record 

'Displa pt tine, ee 29,37! 
Ciansiiied aGverGleing,. «. ccccwcccccvocsccseses 10,424 

* Rh ody csvecetcetoneeseess 386 
ET Dc ccnccocenecsedeceoes 40,181 

eem Tasos Went the © Bad. ce00ss: iccncee 650 


12 
Note that The Times leads The “P.-I.”" by 
684 inches in display advertising, 2,776 inches 
in classified, and 4,190 in legals; and in the 
aggregate The Times makes the splendid lead of 
12,650 inches in a single month, or about 31 1-2 
per cent. 
The increase of The Times’ advertising for 
October, 1903, over that of October, 1902, was nearly 
6 per cent. 








SWORN AVERAGE FOR OCTOBER: 


Daily, = 34,001 
Sunday, 37,820 


If you are not now using the Times, why not do so? 
The Daily and Sunday Times lead all other papers on 
the North Pacific Coast in circulation and advertising 
patronage—display and classified. 








THE S. C. BECKWITH SPECIAL AGENCY 
SOLE AGENTS FOREIGN ADVERTISING 
43-44-45-47-48-49 Tribune Bidg., New York 
510-511-512 Tribune Bldg., Chicago. 
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‘EMPTY PRAISES, 


A great many newspaper publishers, as 
well as job printers, when asking for a copy of 
my new book, politely inform me that they 
have been reading my ads for years, but still 
do not buy from me. One wrote as follows: 

‘Your ads I always read—can't help it— 
they've indelibly impressed themselves on my 
brain. Perhaps you'll think I haven’t much 
of the latter as havenot yettried yourink. But 
mayhap some day your ads will drive me to 
that. For the present I want your new book, 
Success—you deserve it.” 

It’s all very well to pat me on the. back and 
tell me what a good adwriter I may be; but 
it’s orders 1 am after. If you don't try my 
goods how can you tell whether I am nota 
slick-tongued fakir trying to separate you from 
your money? If the ten thousand concerns 
who have used my goods satisfactorily took 
ten years to make up their minds to buy from 
me, my ink shop would have been shut uplong 
ago. The purchaser is the sole judge. If he 
feels he has not received the ink he bargained 
for, his money will be refunded along with the 
cost of transportation. Send for my new book 
containing useful hints for the press-room 
employees. 


























ADDRESS ‘| 


PRINTERS INK JONSON, 
17 SPRUCE ST., NEW YORK. 
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Propaganda for Dailies. 


Every advertising manager of a live, up-to-the-times daily newspaper, 
who is convinced that his paper has a story of vital interest to the 
American advertiser, should tell itin PRINTERS’ INK—forcibly and often. 
PRINTERS’ INK is read and esteemed by every successful advertiser in 
this country, and it covers its chosen field completely. The advertiser who 
reads PRINTERS’ INK every week is a believer in its contents and its ad- 
vertisements. The newspaper which is brought to his attention through 
PRINTERS’ INK employs the brightest and most economical solicitor to 
be had. PRINTERS’ INK creates new business of the desirable sort. To 
make an advertisement of a daily newspaper profitable and business- 
yielding through PRINTERS’ INK, copy must have careful attention. Make 
the advertisement actually tell a story, however brief, Gather the strong- 
est talking points your paper possesses together. It may be gua/ity of 
circulation or guantity, and sometimes oth. Talk of the people your 
paper reaches—their earning capacities—factories located in your terri- 
tory, the industries, the crops, geographical advantages, commercial 
centres—about anything which throws light on the purchasing power of 
your readers. This can be done in a quarter-page advertisement, or as 
small a space as two inches. A quarter-page costs ten dollars cash for one 
insertion; a two-inch advertisement costs six dollars cash for one insertion, 

No good newspaper is without important facts that could profitably 
be set forth in PRINTERS’ INK if only the necessary care were bestowed 
upon this task. Give this matter your carefulattention and you will be 
surprised how much first-class material is found lying around you. 














For Advertisement Writers. 


Advertisement constructors who insert their announcements in the 
classified columns of PRINTERS’ INK ought to improve their own copy. 
Generally their advertisements are too brief and too vague. Whena 
line of space can be had for ten cents it would certainly pay to be more 
explicit, to detail and specialize what one can do. The Little School- 
master receives frequent inquiries about adwriters who can do this or that 
special work, and the query is generally accompanied by the remark, “ We 
don’t find any one advertising this branch of work in PRINTERS’ INK.” 
If an adwriter is a specialist in any line or several lines of copy, he 
should say so. If he can write booklets and circulars or catalogues in 
preference to other work, he should let it be known. If medical, optical 
or other professional ads are his forte, state that. If scientific, edu- 
cational, financial, bank and trust companies’ publicity is what he thinks 
he excels in, put that strongly forward—it will pay those who can 
actually deliver the goods wanted. The ad-constructor’s ads ought to 
sum up his ability in every ad of his own, and the same copy should 
never run more than once. Mr. Ad-constructor, if you want business, 
attend carefully to your own copy and make the most of it. 


















Address all correspondence and remittances and requests for further information, if de- 


,to Business Manager PRINTERS’ INK, ro Spruce St., New York. 











